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November 19, 1953 


Dear Mr. Willnus: 


I think you should share in the congratulations we are receiving 
on THE COLUMBIA HISTORICAL PORTRAIT OF NEW YORK, which 
we consider our most important publication in many years. 


To get the truest and most exciting reproduction of the hundreds 
of important pictures we felt sheet fed gravure was necessary. We 
wanted also to get the best quality of type possible and there is no 


doubt that Fotosetter composition gave it to us. 


This would not have been the first book printed by gravure from 
photographically composed type if you had not miraculously cut Foto- 
setter Times Roman for us in record time and delivered it one day 


ahead of the first page of manuscript. 


Your cooperation at every step has been splendid and you should 
be as proud as we are that this book is so important in celebrating 
the Tricentennial anniversary of New York City and the Bicentennial 
of Columbia University, and so important in pointing toward new ways 


of book making, both editorial and manufacturing. 


Sincerely yours, 


Dovglfas M ln OSs, ck . 


Mr. Harry G. Willnus, President 
Intertype Corporation 

360 Furman Street 

Brooklyn 1, New York 
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You Make More Money 
by Getting Better IDEAS 


A personal subscription to Advertising Re- 
quirements is guaranteed to help you keep 
pace with all the latest IDEAS on advertis- 
ing production, promotion and merchandis- 
ing. If it doesn’t—you get your money back. 
Get better results at lower cost—by entering 


your subscription now. 
Mail this card 
TODAY 
to enter 
your 


subscription 


lease enter immediately my subscription to 


DVERTISING REQUIREMENTS for 

2 years (24 issues) at $5.00 

| 1 year (12 issues) at $3.00 

| Payment enclosed [] Bill my firm [} Bill me 


Zone State 


ature of Business:____-_ 


' vertising Requirements 200 E. Wlinois $t., Chicago 11 





Next Month in AR 


A Basic Guide to Color Photegraphy 


Here’s an over-all picture of color pliotography . . . the different ki 
of film, their uses, how they are processed, etc. 


The Graveyard of Private Types 


The late Edward M. Diamant, one of the country’s best kno 
typographers, prepared this article especially for AR just before 
death. It explains the pitfalls of private typefaces. 


How to Prepare Copy for Die Cutting 


One of the trickiest jobs that can face a production man is preps 
copy for die cutting. This article presents a helpful guide to make 
job easier. 


How to Build Floats 


A builder of award-winning floats for the Pasadena Tournament 
Roses parade gives some tips on one of the “extra” jobs that f 
quently face admen. 


The World's Biggest Spectacular 


Motorola has just completed an amazing sign on Chicago’s Ou 
Drive. This article will give the inside story on the construction o 
sign which will be seen daily by 560,000. 


AR’s Second Semi-Annual Index 


A special section indexing all of the feature articles appearing in 4 
during the past six months. You'll want to file this index for fu 
reference. 


(Sec, 34.9, P. L. & RB.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in the United States 
—POSTAGE WILL BE PAID BY— 
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How much should you 
for the tlc 


In gravure production? 


qd 





If machines alone could do the 
work, gravure production would be 
operated on a push button basis. To 
date, however, inventive ingenuity has 
been unable to replace the craftsman. 
And so the quality of your gravure 
processing still must be measured by 
the yardstick of capability, care and 
competence exercised by the men who 
do your work. 

If capability can be measured in 
numbers: Intaglio last year turned out 
more gravure production jobs than any 
other company. ..6400 in color, 2200 
in monotone, and 2500 for packages 
and labels. 

If care can be measured in terms 
of confidence: Intaglio has each year, 


for the past seventeen years, served 
more leading art directors, editors and 
agency men than any other company. 

If competence can be measured in 
quality: Intaglio-made jobs help insure 
the reproduction in print of the best 
known advertisements and editorials, 


wrappings, packagings and labels. 


Ar Intaglio, capability, care and 
competence...cost you no more. Our 
three hundred craftsmen, working in 
three shifts, in our three strategically 
located plants... will process your work 
with the tender loving care that makes 
for consistent quality...at economical 
cost to you. 


Our six offices are at your service. 


Intaglio SELVICE corPoRATION 


America’s First Gravure and Letterpress Servicers 
305 East 46th St., New York—731 Plymouth Court, Chicago— 
1835 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc., 4240-14th Ave., Detroit— 


260 Kearny St., San Francisco—1932 Hyperion Ave., Los Angeles 














CRAFIONE - YOU WIN! 


The lightning-fast way to use Ben-day! 248 individual patterns! Processed on 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLARE 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direct 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process work. 
Standard (black) . . . and reverse patterns (white). Just strip it on... burnish it 
down...and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at your Craftint dealer, or write direct. 


-vYOU WIN! 


Alphabets... Numerals ... Symbols... in all popular styles and type sizes! On 
transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
expensive typesetting and artwork lettering! Speeds copy preparation . . . saves 
money for artists, designers, draftsmen, map and chart makers, layout and pro- 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 


reproduction! FREE pattern chart at your Craftint dealer, or write direct. 


/ 
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THE CRAFTINT MANUFACTURING CO. hi, \ lf it 
1615 Collamer Ave. ¢* Cleveland 10, Ohio { Su 





JUST BETWEEN US | 


The Future of Window Displays 


E. B. Weiss, the merchandising expert of Grey Advertising 
Agency, whose recent exposition of cybernetics, automation and similar 
developments has attracted wide attention, writes in Advertising Age 
that window displays will become much less important in the future. 


His idea is that supermarkets and other big merchandisers 
are finding it better to have blank windows, giving the passerby a 
view of the full range of displays inside the store, than to close 
off this view by setting up window displays and showing only a few 
items. But Mr. Weiss also believes that point of purchase advertising 
in general is bound to be more and more important in an era of self- 
service and semi-automatic merchandising, so that the problem is 


less one of reducing effort than of where to place the major 
emphasis. 


Inside the store displays have been getting plenty of attention 
in recent years, in and out of supermarkets. Store and counter dis- 
plays, as well as merchandising units which both advertise and 
present the product, are highly popular with retailers, who, it is 
admitted, are sometimes difficult to deal with in the matter of window 
displays. But for department stores and thousands of independent 
retailers in other lines, window displays will almost certainly 
remain a highly important phase of traffic promotion. 


Mr. Weiss's emphasis on changing merchandising trends only 
serves to point up the importance of displays in general. The kind 
of display best suited to the job must be selected and designed with 
the specific merchandising problems of the stores which use it very 


much in the thinking of the designer, producer and user of point of 
purchase material. 


G. D. Crain, Jr. 
Publisher 
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Time and Time again... 


KETTERLINUS 


CALENDARS WIN AWARDS 


Our New York Life Calendar for 1953 won top 
honors “For Excellence of Reproduction” at the 
Art Directors Show in New York, as well as ‘‘First 
Award in Calendars” at the Lithographers National 
Association competition. We can create a sales- 
making calendar for you, call on us. 


WHY CALENDAR ADVERTISING PAYS: 


Carries your name into homes and offices. 
Displays it for a year at little cost. 
Often gets space money can’t buy. 
ae . A friendly gift at the holidays. 
2 + 8 . No waste circulation—you control it 
ll 12 13 , 


18 19 20 | . Builds prestige and good will. 
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WEST VIRGINIA PULP AND PAPER COMPANY 


1 Printing and Converting Papers 


PROVIDENT Sit tt 
Vee COMrAND 
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CALENDAR HEADQUARTERS FOR MORE THAN A CENTURY 
e 
Ketterl BERWS primos, pa., A Suburb of Philadelphia 


NEW YORK + CHICAGO + BOSTON 
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Contents 


Sylvania on the Warpath 
How Mobilgas Stages Its Economy Run 
Packages of the Year 


How General Foods Gets Packages 
Off the Shelf Ray Dubrowin 


2,500 Birthday Cards a Year................ ]. L. Ruebel 


A Kangaroo Steals the Show Lorry Frankiin........ 47 


Production Board Solves Agency 
Deadline Problems 


Bates Cuts Costs with Photo Studio 
Cleveland Art Awards 
Reaching Dealers via TV 


How to Win Customers Abroad with 
Direct Mail Advertising 


How to Prepare an Industry Handbook 


How the General Services Administration 
Controls Government Printing Costs 


Intelligent Planning... the Key to 
Engraving Economy 


How to Select Music for Your Film 
How Match Books Help Sell Products........ Leon S. Theil 


Productioneers Standards for 
Business Paper Advertising 


Old Crow Uses a Wide Variety of Identification 
Materials to Introduce a New Bourbon 


Departments 


Just Between Us 


PIE (WEME. 2 5 66.s6 Soh Wiedscswods Printing & Binding.. 
Photoengraving & Platemaking 
Audio & Visual Aids......... 


Orchids for Suppliers... 


Labeling & Packaging Premiums, Prizes & Specialties... 


AR Reprints..... 


Layout & Typography. 


Window & Store Displays........ 


Shows & Exhibits......... 
Art & Photography Coming 
Radio & TV Production....... Adv 


ivertisers index... 


Signs & Identification Materials. . 


Conventions. 


December, 1953 





| 
J 


No pISLTA 


an easier way 
to produce 
Latin American 
printed matter 


If you prepare or print literature for the 
Latin American market...booklets, cata- 
logs, instruction sheets, price lists, etc... 
it will pay you to investigate the services 
of the John Maher Printing Co. For years 
Maher has been closely connected with 
sales promotion in Latin America thru 
a number of Spanish-language business 
magazines which Maher produces reg- 
ularly for this vast expanding market. At 
Maher you get accurate translation by 
men who know this market intimately. 
Your copy is set by compositors familiar 
with the language, its accents and word- 
breaks. Proofreaders check for meaning 
as well as accuracy. The result? More ef- 
fective export literature of high quality 
‘ Pare > @ » > 

at prices that make good sense. e 


free booklet: 


Send today for a copy 
of Preparing effective printed 
matter for Latin America. 

* No obligation. 


PRINTING COMPANY 


_ 2001 Calumet Ave. - Chicago 16, Il - Phone: Victory 2-0300 


If it’s printed by letterpress it's good... 
if it’s printed by Maher it's better 





This dramatically lighted display, 
only 11 by 9 inches, shows two 
Speidel watchbands in plastic cases, 
and an enlarged replica gives product \ 
prominence, and stimulates sales. 


ee 
MAMI 1 Ed 


The frost topped, raised block 
letters in white against the dark panel 
gives Wiedemann Beer an effective 
lasting display used on bar back 
mirrors or refrigerator doors. 


The plastic head of the girl, attached 
to the upright back of a carton of swim 
caps, head demonstrates the decorative 


quality of the swim cap in use and 
increased sales substantially. 


This magnificent medallion, dull gold in color and 
thirty-three inches in diameter, was ordered for the Ford 
Fiftieth Anniversary. It has elicited so much appreciative 
comment that it remains as a permanent fixture in the 
showrooms of Ford dealers. The heads of three generations 
of Fords were modeled in bas-relief. Produced in plastic by 
the Einson-Freeman vacuum forming process, it costs 
a fraction of a similar reproduction in other materials. 


eee 


An oversize plastic Maxwell House 
can leans out of an orange-red board 
background. The backlighted can 
flashes off and on . . . effective 


product reminder at point of purchase. 


- 


This Hill & Hill display is 36 by 
25 inches, on a 3 inch deep panel, 
with illuminated white and red globe 
A spectacular promotion piece, muc 
favored in package stores, 
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By Permission, Co pyright 1953. 
The New Yorker Magazine, Inc, 


“And what if the Coca-Cola people don’t want it?” 


Which may be a problem for the longhair, fine 
arts type sculptor without business background. 
We always ask the prospects first! 


We’ve been in the sculpture business in a small 
way for more than a year ...no heroic marbles 
or abstract brass eggs, though. 

We merely combine art, science, and quantity 
production at low cost—and the customers like 
it fine! By some strange coincidence, our sculpture 
always turns out to be a display. 


We start with a genuine Beaux Arts sculptor 
who wears a smock and everything. He carves a 
relief model, makes a mould out of a stone-like 
composition. Lithographed sheets of plastic are 
laid over the mould and heated. The air is sucked 
out of the mould, and the hot plastic clings to the 


relief surface. Cool—and out comes a plastic 
sculpture! And we make as many as you want. 

The process is called ““vacuum forming”... 
and will reproduce in plastic anything that can be 
lithographed, from a beer barrel to faithful bas- 
relief likenesses of three generations of Fords! 

The three dimensional plastic facsimile is even 
more accurate than reproductions in wood, metal, 
plastic, wax—and costs only a fraction as much. 
It is light weight, practically unbreakable, and 
highly resistant to heat, cold, moisture. The color 
is fast. It can be used indoors or out, and lighted 
from within. It can even be washed! 

We offer these beautiful, permanent, vacuum- 
formed plastics to any advertiser who wants a 
novel and distinctive permanent display. Always 
pleased to show samples. Phone, wire, or write... 


EINSON-FREEMAN COMPANY, Inc. 


Persistent Pioneers in Display Development 
Starr & Borden Avenues, Long Island City 1, N. Y 
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Are you confused \x— 
by endless details 
in production? Then 
let Pontiac set you 
right. Seven unified 
services, photography, 
art, color process, photo- 
engraving, lithoplate service, 
electrotyping and ad setting— 
choose them all or one. We can 
help you no matter which way 
you're going. Actually we’ve been 
doing it for busy production men 
for 40 years! Call or write us now! 


7 UNIFIED SERVICES 


ART @ PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 

COLOR PROCESS 

LITHO PLATE SERVICE 


PONTIAC 
Cagraving and Clectrotype Co. 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 








READERS WRITE 


Holes in AR 


e ... The degree of interest your 
magazine has for me is almost 
proved by the mutilated condition of 
copies on my magazine rack. I cut 
them up pretty badly, filing some 
items away and mailing others on to 
friends who likely would find them 
of interest or value. Even parts of 
your covers go, sometimes, when the 
printer needs a color swatch. It 
scarcely ever happens to another 
business paper. 

J. L. RuUEBEL 

Advertising Mgr., Fort Dodge 

Laboratories Inc., Ft. Dodge, Ia. 


“Free” Ideas 


e We know it’s a fairly regular 
practice in the advertising fraternity 
to borrow or adapt ideas from pre- 
viously published campaigns. The 
more enterprising advertising man, 
we find, will do his “research” in a 
field other than his own in order to 
give his own creation an original 
twist. 

Consequently, we think your 
readers may be interested in the 
two ads we have enclosed (see 
cuts). When originally created, we 
felt that our agency had done a good 
job with these ads which ran in 
several New York newspapers. 
Within a week we had evidence that 
others thought so too—when an ad 
for the Flagstone ran in the L. I. 


ROSOFFS 


are 


Newsday, a principal suburban New 
York newspaper. 

Just about the only thing the 
Flagstone did not duplicate was our 
steak dinner value. They raised the 
price, reduced the number of courses, 
and eliminated all reference to free 
parking in Times Square. Otherwise, 
their ad was a verbatim copy. 

An interesting postscript to this 
incident was later uncovered when 
the Flagstone management revealed 
that they had purchased their copy 
from a free lance advertising man. 

ALvIn NEWMAN 
Manager, Rosoff’s, New York 


More on 3-D 


e The frequent comment on various 
applications of 3-D leads me to be- 
lieve that you might be interested in 
knowing how we used this medium 
to solve one of our problems. 

We manufacture aluminum boats 
and, with 17 models in the line, there 
are very few dealers who have space 
enough to keep a full assortment on 
display. We needed something for 
our dealers that they could use to 
show the boats to their customers 
and prospects in color, in action and 
in true perspective. 

Most of the media which we in- 
vestigated were turned down be- 
cause of high cost and we finally 
settled on an inexpensive stereo 
viewer—one of which was sent with 
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a set of six slides to each of our deal- 
ers in December 1952. The response 
was out of this world. Within a few 
weeks, we received numerous letters 
of enthusiastic comment with reports 
of numerous sales which could be 
traced directly to these full-color 
stereo slides. The initial distribution 
was 500 sets and a set is sent to each 
new account along with other ad- 
vertising matter. A second set of 10 
slides is now being prepared for dis- 
tribution. 

In some cases, we are able to il- 
lustrate several models on a single 
slide and, being in full color, they 
show up very vividly and are espe- 


cially effective in showing features 
which are sometimes not too ap- 
parent in an ordinary photograph. 
We plan to continue these viewers 

as a regular advertising and promo- 
tional medium and will have new 
slides for our dealers at least once a 
year. 

Db. C. Ferny 

Southwest Mfg. Co., Little Rock, 

Ark. 


Ford Direct Mail 

e ... Your November issue with its 
“Ford Established a New Method for 
Handling Its Direct Mail Advertis- 
ing,’ is at hand, and our personal 


thanks for the article, which is the 
best treatment of the subject I have 
seen in any trade publication. 

You will be interested to know 
that the arrangement we developed 
with J. Walter Thompson is not the 
only agency arrangement we have. 
McCann-Erickson has been using it 


on Lincoln-Mercury advertising, and 
Maxon Ine. is about to adopt it in 
connection with a Packard program. 
Campbell-Ewald has been flirting 
with the idea for some time in con- 
nection with Chevrolet. And we 
have long worked with many small 
agencies on smaller accounts. Ad- 
vertising agencies have been over- 
looking a good bet and are just 
awakening to that realization. 

Rosert G. SILBAR 

Direct Mail Division, R. L. Polk 

& Co., Detroit 


than ks! to the typographers and artists all over America for | 


the complete and wholehearted acceptance of 


VENUS EXTENDED 
GROTESK 


The Bouquet Department 
Venus Extra Bold Extended 
» Oe neil e ... For the record, I consider AR 
“ the only book ever published that 
actually helps the production man- 
ager. 
GLENN ADAIR 
Production Mgr., Krupnick & 
Associates Inc., St. Louis 
e ... We find your new publication, 
AR, a must. No. 1 on our list! 
A. O. CARDEN 
Advertising Mer., Pendleton 
Grain Grcwers Inc., 
Pendleton, Ore. 
© ...AR is the only business maga- 
zine that I take home to read. 
WILLIAM E. Bryant 
Sec’y - Treas., Wendell - North- 
western Inc., Minneapolis 
e@ ...We’ve been a subscriber since 
you started publishing. Each issue is 
read here with avid interest. 
JAMES G. J. WELLS 
President, James G. J. 
Inc., Buffalo 


RQR+ 


Venus Bold Extended 


18 to 54 point 


Venus Medium Extended 


18 to 42 point 


Venus Light Extended 


36 point 


AND NOW ita 


BAUER o> iasers Nc 


235-47 East 45th Street, New York 17, N.Y. Tel: VA 


Wells 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Pencil and Fingers 
Replace Mat Proofs 


Many times a proof of a mat— 
especially those sent by manufactur- 
ers—isn’t available to use in a 
layout. 

We have found it possible, how- 
ever, to prepare a_e satisfactory 
“proof” for positioning purposes by 
blacking the raised portions on the 
underside of the mat with a soft 
lead pencil. The mat is then placed 
in position on the layout and by 
applying pressure to the underside 
of the layout with the forefinger nail 
(backed up by a little help from the 
thumb), rubbing over the entire 
area covered by the mat, the image 
is transfered to the layout. 

It is well to shoot the soft lead 
“impression” with a fixitive before 
releasing the layout to the news- 
paper or printer. 

JAMES MATTHEWS 
Advertising 


Washer 


Manager, 


Bros., Fort Worth 





Thread Helps Keep Pen 
Points Ready for Use 


Removing the ink encrusted on 
your pen points can be a messy and 
irritating job . . . especially the re- 
moving of the pen points from the 
bottom of the ink cleaner after they 
have stood in the solution for a few 
hours. 

I get around this by passing a 
thread through the eyes of the pen 
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points and knotting the thread well 

outside the bottle. Removing the 

batch of pen points like a skein of 

fish is thus performed easily. 
Burton S. KAUFMAN 
Artworkers’ Studio, Brookline, 
Mass. 





Blotter, Ribbon Box 
Keep Paints Fresh 


My job as an artist in an agency 
handling a large volume of news- 
paper advertising requires the re- 
touching of photos for reproduction 
with brush grays. While these jobs 
do not involve much retouching, 
they arise quite often, and it is 
troublesome to lay out a complete 
palette each time for just a few 
brush strokes. 

I solved the problem with a small 
tin box such as is used in packaging 
Scotch tape and typewriter ribbons 
—plus a scrap of blotting paper. The 
bottom half of the box is used as the 
palette, the brush grays arranged on 
it in a circle. The blotting paper is 
cut to fit the top inside of the lid, 
and rubber cemented in place. The 
blotting paper is then soaked with 
water so that it acts as a humidifier 
when the “palette” is not in use. The 
paint in the box will remain fresh 
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professional charts! 


You can be a professional ‘“‘draftsman” in min- 
utes (so can anyone in your office.) 

Everything you need to make an accurate, 
professionally drawn graph is pre-printed on 
self-sticking acetate tape! Lines, dotted lines, 
bars, people, coins, autos, — everything! Merely 
plot your dots—roll on whatever you want. 
Presto! A professional graph, without profes- 
sional help, time or costs. 

Write today for all the details on this revo- 
lutionary graph-making method! Chart-Pak 
materials also available for organization and 
flow charts, and office layout. 




















\ bocce 
\ IN oer rr rsecs-= oor ' 
lieace mark CHART-PAK, INC. | 
| 102N Lincoln Ave. Stamford, Conn. 
Rush that Chart-Pak information to: 
| Name iain l 
I Company ss 
- Address___ _ 1 
| City eno State | 
J 
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Yours or Your Competitors 


From newspapers and 
magazines published 
throughout the country. 
Write for booklet . . . 


165 Church St., N. Y. 7 
Vy, BA 7-5371 
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fy PRESS CLIPPING BUREAU 


AR Reaches Out... 
to more advertising agencies than 
any other publication. If you sell 
advertising services, equipment or 
supplies to or through agencies 


AR is All Richt... For You 



















eo IN MINUTES /AT PENNIES PER WORD 


(Cato bak | 


Lettering Corporation 
131 West 45th St., Dept. B—New York 36, N.Y. 


@ Hundreds of combinations and 
complete words 

@ Printed clear, shorp, black 
on clear acetate with adhesive bock 

For FREE sample and brochure; Ask. 

your art supply dealer or write . . . 


il 

























A Heinn Sales Tip for You... 


HOW TO GET 


BETTER SALES COVERAGE 


WITHOUT ADDING 
& A SALESMAN 


ates 


Coverage increases and costs per 
call drop when your salesmen use 
well-organized loose-leaf catalogs 
and manuals that never get out of 
date or out of sequence. Heinn 
planning transforms ordinary cat- 
alogs into such tools, 
custom-designed to make the most 
of every minute on every sales call. 


selling 


Leaders in practically every 
industry know Heinn advan- 
tages — patented “3-D” Pro- 
tecto Process embossing; 
indexing that saves time, ends 
fumbling; mechanisms that 
always work smoothly; custom 
design that makes covers as 
individual as the products 
they promote. Heinn Loose- 
Leaf Binders last years longer 
than you’d expect — a fact 
that means the lowest opera- 
tional cost per unit per year. 


as \ ; 
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Representatives in Principal Cities 


Remember .. . 
Heinn helps you 
get extra sales 
coverage with- 
out extra cost. 


THE HEINN COMPANY 
306 W. Florida St., Milwaukee 4, Wis. 


Information, please. 


C1) Catalog Covers 
C) Proposal Covers 
() Easel Presentations 
[] Sales and Instruction Manuals 


NAME 
COMPANY 
ADDRESS 
CITY 


[) Salesmen’s Carry-Cases [] Salesmen’s Binders 
( Price and Parts Books (C) Plastic Tab Indexes 
() Acetate Envelopes 00 Sales-Pacs 

[] Business Gifts as Goodwill Builders 


TITLE 


| 
| 
| 
| 
| 


for weeks, and be ready for use the 
instant the lid is removed. 

Such a palette can be made of any 
metal, glass or plastic container that 
is shallow and has a fairly tight fit- 
ting lid. 

Lou DEZARLO 
Fisher Advertising, Brooklyn 


Mass Ad Material Problem 
Simplified by Code System 


When we came with Krueger 
nearly three years ago, we found a 
wide variety of advertising display 
material in inventory. All of the ma- 
terial was identified by description 
and it was extremely difficult to 
maintain records, since many items, 
over the years, had similar descrip- 
tions. 

To overcome this problem, we as- 
signed code numbers to every item. 
The code was developed by assign- 
ing two letters, followed by a num- 
ber in chronological order. The first 
code letter indicated the product that 
was featured in the display—“F” for 
beer, “C” for ale, “P” for porter. (If 
you're wondering why we didn’t as- 
sign “B” for beer, and “A” for ale, 
it would take too long to explain, 
but it wasn’t an oversight.) 

The second letter in the code de- 
scribed the nature of the material 
used—for instance, “C” for card- 
board, “M” for metal, “E” for elec- 
tric, etc. Thus, a beer display, pro- 
duced in cardboard, would have a 
code number F-C-00. 

After this was done, a complete 
inventory was made, with a cross ref- 
erence between any old code num- 
bers shown on the material, and the 
new codes. From then on, all refer- 
ence to the material was by the new 
code number—in purchase orders, 
inventory reports, bulletins, shipping 
and receiving tickets, etc. 

Some companies like to code their 
material with dates—such as 53-1, 
but distributors quickly identify this 
system and tend to reject any item 
not coded with current year, even if 
they have never seen it before. We 
believe the code system we adopted 
eliminates this problem. 

As a further inventory control, an 
index was made up on 5x8” cards. 
When a new item is ordered, a code 
number is assigned, and the blanks 
filled out, showing description, quan- 
tity reordered, supplier, packing, 
cost, etc. If that particular item is 
reordered, such information is duly 
noted. This enables us to maintain 
a complete purchasing history of ev- 
ery item we buy. 

Davin BLanp 
Director of Advertising, G. 
Krueger Brewing Co., Newark 
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AR presents the fourth in its series of salutes to the 


nation’s favorite advertising suppliers . . . as picked 


Jol distingiuislie ds service 


lo tlre 


by our readers. The names below represent suppliers 


who have been recommended by AR readers since 


the November issue went to press 


advertising prof SSION 
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O)chids of the VI lonth 


Artists 


Berman Studios New York 
Stuart Fredericks Detroi 
Jack I. Green Advertising Art Studios 


Hanley Studios 

Morton Hollis 

Ray Leech 

Pascal Scipetta 

The Passante Co. 

John Schuster 
Stephens-Biondi-DeCicco 
Hi Steinberg 

Peter J. Wade 

Zorigian Studio 


Photographers 


Paul Davis 
Dextor Studios 
John DeJoseph 
John Gorecki 
John P. Heil 
Steve Heiser 
Judge Studios 
King-Weese 
Knaster-Iceland 
Wallace Peck 
Jack Sharin 


Photo Reproduction Services 


Howard Photo Service 
Mulson Studios 


Entertainment Agencies 


Steve LeSeur Washington, D.C. 


Model Agencies 


Atlantic City Models’ Guild 


Phyllis Bell 
Shy Models 


Motion Picture Producers 
Kling Studios 


December, 1953 


Display Producers 


Einson-Freeman Inc. 
Farvex Designs 
Functional Displays 
Inland Lithograph Co. 
Walter Marshak Inc. 
Sweeney Lithograph Co. 


Sign Manufacturers 


Arrow Signs 
Pacific Display Co. 


Printers 


Anchor Printing Co. 

C. A. Barbato Inc. 
Buck Printing Co. 
Burton Printing Co. 
Crescent Press 

Deers Press 

William Didier & Sons 
L. M. Gooder 

Farwest Printing & Lithograph 
Jaylen Offset Co. Inc. 
Kaufman Press Inc. 
Milton Kreines 

Miller Johnson Inc. 
Pine-Davidson Co. 


A. D. Steinbach & Sons Inc. 


Swift Printing 


Paper Supply Houses 
Rourke-Eno Paper Co. 


Creative Services 


Donald Couper 
Presentations Inc. 


Stock Photo Sources 


Black Star 
Ewing Galloway 


Typographers 


Composition Service New York 
Royal Typographers New York 
Southern New England Typographic Service 

New Haven, Conn. 
Vanderbilt-Jackson New York 


iN 


Advertising Specialties 


Executive Advertising Co. 


Exhibit Manufacturers 
Lewis Barry Trade Show Exhibits 


The Displayers 
Leo McDonald 


Engravers 


Atlas Engraving Co. ttsl 
Watson Cheny eens Co. 


Folsom Engraving Co. 
Harding Photo Engravers 
Thomas F. McGrath & Assoc. 
Regal Photo Engraving 
Sterling Engravers 

Worcester Engraving Co. 


Electrotypers 


American Electrotypers 
New Haven Electrotype Co. 
New H 


Reilly Electrotypers 


Others 


Batt Bates & Co. ington 
International Color Gravure 
New York (Gravure § 
Art Weber New York (Phot 
Lynn Wilson Thorp 
Washington, I 
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The most important 


type design 
of the 20th Century 


NEW ROMAN 


SV 


onotype-Thompson 
Type-Caster 


Monotype 
Material Maker 


December, 1953 


This is the English type face that has restyled national magazines and is chosen, 
as well, for limited fine editions. Over 5,000 test matrices were rejected before 
authorities pronounced the face letter-perfect! 


The result of untiring and unrelenting research, Times New Roman is unique 
in its versatility and legibility. An entirely new principle of weight distribution 
speeds reading where eye slow-downs used to occur. An essential function of 
the serif—prevention of irradiation—has been rediscovered and put to work. 
Ornamental serifs serving no useful purpose are removed or simplified. 
Characters fit snugly together for space economy, yet there’s no cramping. 
The face is crisp, open, clear and sharp without dazzle. 


Monotype Times New Roman is one of the five* renowned English type faces 
now available from the Monotype Company in composition matrices 
to fit American machines. 


* Plantin 110, Perpetua Titling, Bembo, Perpetua, Times New Roman. 


Put Times New Roman to work in 
your next job and gain new distinction 
and clarity. Our latest broadside 
shows how to use this friendly tace 


type tor restyling. Send tor your free copy. 


LANSTON MONOTYPE MACHINE COMPANY 


Twenty-fourth at Locust Street, Philadelphia 3, Pennsylvania 


BRANCH OFFICES: //6 Spring St., N.W., Atlanta 3, Georgia - 170 Summer St., 
Boston 10, Massachusetts - 216 W. Jackson Blvd., Chicago 6, Illinois . 441 Lexington 
{ve., New York 17, New York -55 New Montgomery St., San Francisco 5, California, 
IN CANADA: Monotype Company of Canada, Limited, 77 York St., Toronto 1, 
Ontario, Canada. 


This advertisement is set in Times New Roman, 
a Monotype Type Face. For the best in typography, 
specify Monotype. 





Earthquake insurance covers 


Property situated in earthquake areas requires pro- 
tection against possible loss. Products advertised in 
printed areas require protection, too. The protection 
of Reilly plates assures advertisers the highest qual- 
ity reproduction in all printed media. 


Use Reilly Plastictypes for newspaper advertising... 
use Reilly Electrotypes or Reillytypes (identical du- 
plicates of original engravings) for magazine ad- 
vertising—and you're assured of the finest printing 
impression possible. You'll get more for your adver- 
tising dollar in terms of sales appeal . . . in terms of 
your original investment for artwork, engravings 
and advertising space. 


YOU CAN REALLY RELY ON Reill 


this risk... 


REILLY 


gives you 


44 és 44 
reproduction 


assurance 
that protects 


your advertising 


dollars <p 


WHY REILLY PLATES ASSURE THE BEST 
MAGAZINE AND NEWSPAPER 
REPRODUCTION 
@ Skilled engravers painstakingly inspect each 

original for defects before molding. 


@ Exclusive Vinylite molding process assures ut- 
most fidelity down to the smallest detail. 

@ Unique check-control system incorporates 
teams of skilled craftsmen working with spe- 
cialized equipment to cover every phase of 
production. 

@ Streamlined production and service methods 
assure prompt delivery and careful handling. 





Y ELEcTROTYPE 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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By Robert A. Neuser 
Roy S. Durstine Inc. 
New York 


At exactly 9:30 am., Thursday. 
July 9, 1953, an ear-splitting scream 
reverberated through the handsome 
carpeted lobby of Buffalo’s Statler 
Hotel. Every head turned and as- 
tonishment followed shock as the 
busy corridor was filled with scream- 
ing half-naked Indians. A _ brass 
band started blaring Indian tunes as 
20 war-painted savages danced and 
whooped near where some 600 men 
were registering for a sales conven- 
tion. At a command the dancers 
motioned for the 600 to follow them 


December, 1953 
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SYLVANIA ON TH< WARPATH 


ments 


A three-phase campaign introduced Sylvania’s 


1954 line to distributors, dealers and customers. 


and the Fifth Annual Sylvania TV 
and Radio Distributors Convention 
was under way. 

“Sylvania TV on the Warpath” 
was the challenging motto that dis- 
stributor officials saw and heard 
through three days of concentrated 
activity planned to introduce the 
new line of 1954 Sylvania TV and 
radio receivers to those responsible 
for the wholesale distribution of the 
merchandise. From beginning to end 
of the “Pow-Wow,” every hour was 
filled with activity designed to en- 
thuse those attending with the sales 
potential of Sylvania’s 1954 line of 
television and radio receivers. 


After registration, the distributor 


and factory personnel attending the 
convention were escorted by the 
Indian dancers and blaring band 
through the front entrance of the 
Statler Hotel across the street to the 
Erlanger theater. There the guests 
were serenaded by the orchestra 
until everyone was seated. On their 
seats, everyone found a small, but 
noisy Indian tom-tom, Indian head- 
dress and a paper tomahawk de- 
signed to produce a loud “bang” as it 
was wielded in Indian fashion. 

> As the curtain opened to a jazzed- 
up Indian medley, a costumed quar- 
tet sang a welcome in a parody of 
“Ten Little Indians.” Then a spe- 
cially written sound film flashed on 














Archer . 


. . An expert archer stood in a 
box and shot arrows onto a target on stage, 
emphasizing sales “targets.” 


the screen depicting ancient Indian 
life and warfare. Spliced into the 
film were surprise shots of top Syl- 
vania executives in Indian costume. 
A commentary established the con- 
tinuity and traced the logic behind 
the Indian theme in an unmistakable 
and humorous manner. 

The film ended as Bernard O. 
Holsinger, general sales manager of 
Sylvania’s Radio and Television Di- 
vision, stepped out to give welcome 
and keynote the convention. On his 
head was the same Indian headdress 
he was seen wearing in the film. 


> From the opening Indian serenade 
to the production number which 
served as a finale, action was the 
keynote. Mr. Holsinger, an old hand 
at conducting lively meetings, acted 
as emcee. All stiffness and formality 
were written out of the scripts as ex- 
ecutive after executive was intro- 
duced in an atmosphere of good 
humor. Care was taken that sales 
points weren’t merely mouthed, but 
were demonstrated with a theatrical 
flair designed to deepen impressions. 
Merchandise was glamorized by 
every conceivable dramatic use of 
lighting, arrangement and staging. 
And whole production numbers com- 
plete with dancing, music and trick 
lighting were employed to emphasize 
a single merchandise feature. 

The spirit of “Sylvania TV on the 
Warpath” was seen throughout the 
theater on brightly colored Indian 
shield and drum head displays. Every 
talk was full of challenge. To keep 
the interest and excitement at a 


we 
ce 


) 
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peak, the show moved along at a pace 
that seemed set by the tempo of the 
Indian dancers. Musical fanfares es- 
corted each speaker to the rostrum. 


> As the chief engineer discussed 
the coming of color television, an 
actual closed-circuit color telecast 
was seen. 

When the sales training supervisor 
made reference to Sylvania’s exclu- 
sive HaloLight (“The Frame of Light 
for Greater Viewing Comfort”), the 
importance of this sales feature was 
dramatized by a song parody written 
for the occasion. As the Indian cos- 
tumed quartette sang out the letters 
of the word HALOLIGHT, the cor- 
responding letters in illuminated 
HaloLight frames lit up across the 
entire width of the stage. Later when 
the same speaker referred to Syl- 
vania’s new feature, the Photopower 
chassis, it was the signal for the start 
of an elaborate production number 
featuring “Chief Photopower,” a 
statuesque and muscular figure of a 
man dressed in white buckskin and 
feathers. (Buddy Thorpe of tele- 
vision and the movies, son of the 
late Jim Thorpe, played the part.) 
As Chief Photopower saluted the big 
chassis suspended in mid-air, the 
new chassis was described in song as 
the Indian dancers pranced in wild 
Comanche style. 


> As Sylvania’s television service 
manager stressed Sylvania’s empha- 
sis on prompt and efficient television 
service as a most important element 
of profitable customer satisfaction, 
he demonstrated what he meant by 
the most appropriate and significant 
manner possible. He made an award 
to the distributor, who, in the opin- 
ion of Sylvania TV executives, had 
done the best television job of 1953. 
The winning distributor was brought 
to the stage and given Sylvania’s 
token of appreciation in person. 
John Hutig, the radio and tele- 
vision division’s merchandise devel- 
opment manager, is responsible for 
the cabinet styling of all Sylvania 
television and radio merchandise. He 
is also a Dutchman with a thick 
Netherlander accent. Dressed in a 
hat to look like Peter Stuyvesant, 
this official is known on one hand for 
his seemingly uncanny instinct for 
the right cabinet designs and on the 
other hand as a born humorist. In 


a skit with Bill Green, TV actor 
dressed as an Indian, he sold Man- 
hattan back to the Indians. He pref- 
aced his talk with a prologue in 
Dutch that convulsed the audience 
; then dropping the comedy, 
launched into a crisp short and in- 
formative address on the importance 
of styling to a TV line that would 
help Sylvania “put the Indian sign 
on all TV markets.” 

The first merchandise presentation 
was that of the new Sylvania radio 
line. Timed to come just before the 
luncheon period, the highlight of the 
radio sales manager’s talk was the 
presentation of a Sylvania exclusive, 
Panelescent lighting shown in a new 
radio-clock. Panelescent lighting is a 
startlingly new development where- 
by a light is produced by sandwich- 
ing a dielectric substance between 
two sheets of glass and connecting it 
to ordinary house current. Seen on 
Sylvania’s new radio-clock, it makes 
up the center of the clock face and 
also takes the place of the conven- 
tional illuminated dial for the radio. 
From a darkened stage, suddenly 30 
new panelescent radio-clocks, ar- 
ranged in a concentric design, shone 
in a dramatic demonstration of the 
new feature. This talk came to an 
end with the entire width of the 
stage filled with a display featuring 
radios in all the colors marketed. In 
this talk, as all others, full use was 
made of the orchestra in the pit, 
dramatic lighting and staging. 


> At lunch, the distributor and fac- 
tory personnel were addressed by 
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Poor Indian .. . Billy Green, professional 
TV actor, portrayed “Lo the Poor Indian” 
for Sylvania dealers. 
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Arthur L. Chapman, vice president 
of electronic operation. By 2 p.m. 
everyone was back in the theater for 
the most exciting part of the show, 
the presentation of the new tele- 
vision line. J. J. Syllivan, field 
sales manager, in a speech full of 
challenge and energy, presented the 
new TV sets one by one as platforms 
glided smoothly out on a track. 

The specially designed platforms 
had wallpaper backing and supported 
either one or two new TV models. 
A stagehand behind the platform 
guided it to a center-stage position. 

Attractive models dressed as In- 
dian princesses pointed to features 
as the presentation continued. Exact 
timing was found necessary to 
smooth delivery by the speaker as 
set after set rolled out to the appro- 
priate descriptive commentary. Since 
the appearance, the details and the 
price of the new merchandise were 
seen and heard here for the first 
time, dramatic pauses and emphasis 
highlighted the most significant point 
of each new receiver. Where the 
price was calculated to be a pleasant 
surprise to distributors, it was given 
the “wallop.” 


>» After all but one set was shown, 
silence and then a fanfare ushered in 
the top of Sylvania’s new TV line, 
the new “Hampshire,” a 27” receiver 
completely controlled from a remote 
control unit designed into a smart 
end table. The chairside unit also 
housed a 3-speed automatic record 
changer and an AM-FM radio. 


Sales Materials . . 
promotion 


. These ads and sales 
materials were exhibited on 
stage during the ad manager's speech. 
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Staging, lighting and the remarks 
of the speaker were carefully co- 
ordinated to make this particular 
presentation a dramatic prologue to 
what followed immediately after . . . 
the curtain opening to a giant 40x30’ 
display which contained 37 full size 
sets —the entire line. The impact 
brought the entire group to their feet 
applauding and beating their tom- 
toms. 


> Every speaker introduced had 
some type of easily removable head- 
gear that was in character with the 
introduction by the emcee. “It per- 
mitted a humorous opening to the 
speeches without resort to the stand- 
ard “this reminds me of a story” ap- 
proach. An assortment of Indian 
headdresses, a World War I helmet 
and a creation with an antenna for 
one of the engineers were used. As 
the speaker doffed the headgear, he 
dropped the comedy and went into 
the meat of his speech. 

William D. Stroben, advertising 
and sales promotion manager, was 
introduced as “Buffalo Bill” by a 
circus barker in front of a Wild West 
Show drop. As Mr. Stroben dashed 
out in the wig, whiskers and hat of 
“Buffalo Bill,” hauling after him two 
men dressed in Buffalo costumes, 
the audience was well aware that 
his address would be of a spectacular 
nature. 

The presentation of the advertising 
and sales promotion was almost en- 
tirely an illustrated commentary on 
ad plans and available sales promo- 
tional material. Dramatic and un- 
usual presentation of phases of ad- 
vertising and of specific promotional 
material kept the audience on the 
edge of their seats as spotlights 
moved, pretty girls pointed out dis- 
play features and ingenious staging 
sparked the talk. Two unusually 
novel and powerful staging devices 
were used to dramatize segments of 
the presentation. When Mr. Stroben 
talked about Sylvania’s expanded ad 
schedule, a giant marked schedule 
on a drop the full height and width 
of the stage illustrated how Sylvania 
would have 30 ads in national publi- 
cations in a four-month period. Giant 
blow-ups of the magazines carrying 
the advertising shone at the audience 
in full color. Later when he talked 
about the large and impressive new 


Full Regalia . Even the orchestra 
leader, Dave Cheskin, was dressed in full 
Indian regalia. 


electric store front signs, the curtains 
parted to reveal the actual signs 
hanging together in all their fluores- 
cent and neon glory. 
> In discussing sales and merchan- 
dising plans, the assistant general 
sales manager used two eye-arrest- 
ing devices in making his points 
heard and absorbed. To emphasize 
sales targets for the coming year, 
an expert archer, located in an upper 
theater box, shot arrows into a tar- 
get located in the center of the stage. 
The rolling drum, the powerful com- 
mentary, the twang of the bow string 
and the thud of the arrows into the 
bullseye, gave proper punch to Syl- 
vania’s industry goals for 1954. 
Later in the talk he referred to the 
pay-off in sound distributor opera- 
tion by showing those present how 
strongly Sylvania feels about their 
wholesaler’s role. The curtains 
opened and a new yellow Cadillac 
convertible was driven on stage to be 
bathed in colored lights while the 
speaker elaborated on the fact that 
a 1954 Cadillac would be awarded to 
“The Best Sylvania Distributor of 
1954.” 


> Novelty convention give-aways 
have proven popular at all previous 
Sylvania distributor conventions. 
The 1953 meeting outdid them all. 
The tomahawk, toy tom-tom and 
Indian headdress given each guest 
before the show were well received. 
At the noon recess, not one piece was 
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In the Store .. 


fale 


. Sylvania followed up its dealer jamboree with a wealth of tie-in material. 


The Indian theme was carried out in special store interior display materials. 


to be found anywhere in the theater 
as everyone had removed them to 
their rooms. When each guest regis- 
tered for their room before the meet- 
ing, they were given a glassine bag 
containing samples — each identified 
on an attached card reading: — 


Sylvania ‘‘Sunrise’’ Medicine Man Pouch 

Brom'um Seltzer—to drive away evil 
spirits 

Razor blade—to clean’um face for 
pow-wow 

Band-Aids—to patch'um up face after 
clean’'um 

Medicine pills—to shrink-um large 
head 

Tomato Juice—red chlorophyll to 
pacify tumtum 

Clorets—to keep breath kiss'um sweet 

Cigarets—to send'um smoke signals 

Flints—to start'um up fire again next 
moon 


When those attending the “pow- 
wow” received their lapel identifica- 
tion at the meeting registration desk 
the first morning, they were given 
a tie pin, a ministure of Sylvania’s 
jagged lightning logotype, a silk 
necktie with Sylvania identification 
on it and a leather-bound, specially 
embossed memo pad. 

After the distributor and factory 
personnel returned to their homes 
they found elaborate Certificates of 
Attendance, replete with Indian sign 
language and “a feather for their 
hat, bright symbol of Indian of Dis- 


tinction.” A number of distributors 
have these mementos framed on 
their office walls. 


> After the show, cocktails were 
served in a room decorated with at- 
tractive wall exhibits of various 
phases of Sylvania activity and de- 
velopment. This period gave factory 
executives an excellent opportunity 
to meet new distributor personnel 
and renew friendships among older 
Sylvania distributors. 

An impressive dinner after cock- 
tails ended with musical entertain- 
ment provided by Sylvania’s famous 
“Choraleers” and Roger Price, the 
well known television comic. 

On Friday, July 10, the second day 
of the convention, meetings and 
clinics filled the day until 4 p.m. In- 
dividual scheduled meetings were 
held between distributor principals 
and Sylvania district sales managers 
in order to record distributor orders 
for the new merchandise. In another 
part of the hotel, the Sylvania super- 
visor of sales training was holding 
clinics on how to hold distributor- 
dealer meetings. In yet another 
meeting room, the television service 
manager held clinics as part of that 
department’s constant effort to stress 
the importance of prompt, efficient 
dealer and distributor TV service as 
a part of Sylvania’s post-selling ef- 
forts. 

During that same afternoon avail- 
able distributor personnel were 


taken on a guided tour through Syl- 
vania’s various Buffalo plants. 

To top off the second day, distrib- 
utor personnel were rushed to the 
Buffalo Raceway in poliee and siren 
escorted buses for special trotting 
races... each named after a Sylvania 
television feature. The seventh race 
winner was given a new 21” Sylvania 
television receiver, while other race 
winners were given Sylvania radios. 
Cocktails and a buffet dinner were 
served in the track clubhouse. 


> Saturday, July 11, the last day of 
the convention, was filled with 
more scheduled meetings and clinics. 
Guests were taken on a tour of 
Niagara Falls the last evening. Cock- 
tails and dinner were served at the 
famed Brock Hotel. 

Distributor reaction to the show 
brought forth several requests for 
factory assistance in making capsule 
editions of the show for use at the 
distributor-dealer meetings. Accord- 
ingly, many distributors followed a 
show format similar to that used in 
Buffalo. In two special cases, Syl- 
vania and advertising agency officials 
had a truck loaded with the staging 
effects used in Buffalo. This truck 
was first sent to New Orleans and 
then to Portland, Ore. for the local 
presentations. Sylvania “brass” were 
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“SUNRISE” MEDICINE MAN 
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Brom’um Seltzer—to drive away evil spirits 


Razor blade—to clean’um face for pow-wow 


Band-Aids—to patch’um up face after clean’um 





Medicine pills—to shrink’um large head 
Tomato Juice—red chlorophyll to pacify tumtum 
Clorets—to keep breath kiss’um sweet 
Cigarettes—to send’um smoke signals 


Flints—to start’um up fire again next moon 
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American Chicle Co. Philip Morris & Co., Led., Inc 
Emerson Drug Co John Sexton & Co. 
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Pal Blade Co., Inc Zippo Mfg. Co. 
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Novelty . . . Each dealer got a glassine 
“medicine man pouch." This card, identify- 
ing all the items, was enclosed. 
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featured speakers at both presenta- 
tions. 
> The Sylvania distributor conven- 
tion in Buffalo was only phase one in 
a three-phase selling campaign. Hav- 
ing sold the new merchandise to the 
wholesalers, the factory was also 
committed to help in phase two, the 
sale of television sets by the distrib- 
utors to the dealers. This second 
selling job also involved sales meet- 
ings... 75 of them as each distribu- 
tor upon returning from the conven- 
tion started preparations for his 
own convention also based on the 
Indian theme. 

Phase three in the Sylvania selling 
campaign naturally involved con- 
sumer sales. 


> The Sylvania Jamboree was an- 
nounced in Sylvania national adver- 
tising and in distributor and dealer 
local advertising throughout the 
country on the same date. Here too 
the Indian theme was promoted as 
special store interior and window 
displays proclaimed the announce- 
ment of the new Sylvania television 
sets together with free give-aways 
for the children and a free guessing 
contest in each store. 

The Jamboree was promoted in 
national ads which appeared in Life, 
This Week, and The American 
Weekly. A special eight-page, full- 
color insert was placed in the eight 
leading television trade magazines. 
Special national newspaper ads were 
prepared, full-color, full-page ROP 
color ads were produced and mats 
were made for both dealer and dis- 
tributor promotion of the event in 
local areas. “Beat the Clock,” Syl- 
vania’s weekly television show pro- 
moted the event. 


> Sylvania’s radio and television di- 


vision advertising agency, Roy S. : 


Durstine Inc. (New York), was re- 
sponsible for staging the show. In 
addition to the national advertising 
and the production of the co-op ads, 
the agency produced a special con- 
vention newspaper, designed to be 
used at the factory and the distribu- 
tor-dealer meetings. 
William D. Stroben, 
advertising and _ sales 
manager 


Sylvania’s 
promotion 
, headed up the entire con- 
vention. A veteran in appliance sales 
merchandising and advertising, he 
was well qualified for the job. Ac- 


December, 1953 


SYLVANIA TV Jamboree 


o% Invoicing NEW 1954 mode's 
Wn 2 Radio Clock! FREE GITS/ 


INDIAN CHHEF 
HEAD DRESS 
to al bits! 


»—_ 


In the Window ... 


4» 


Ww 


Window displays also featured the Indian theme and announced give- 


aways for children and a free guessing contest held in each store. 


cording to Mr. Stroben, there are 
several tested and basic rules to fol- 
low in preparing a conclave of this 
type. Among the precepts Sylvania 
follows in preparing for a distributor 
meeting are the following: 

1. At least a year before convention 
time, management discussions should 
be held as to the practical location 
of the meeting. Local accommoda- 
tions, the season’s climatic conditions 
and central location are of prime 
consideration. 


2. One executive from either the 
sales or advertising department 
should be placed in prime responsi- 
bility for the convention. He should 
act as chairman at all executive 
meetings and should act as a clearing 
house for ideas and suggestions from 
all factory departments participat- 
ing. 


3. At a convention where new mer- 
chandise is shown, all factory execu- 
tives become increasingly busy as 
convention time approaches. There- 
fore, it is extremely wise to do as 
much work as possible on the meet- 
ings well in advance of the dates set. 


4. A powerful and pertinent slogan 
should be chosen for the convention 


—one adaptable to prominent dis- 
play during the get-together. As in- 
jecting challenge and enthusiasm are 
necessary ingredients of any such 
meeting, the slogan should be the 
subject of considerable thought. 

5. It should be remembered to “ac- 
centuate the positive” in every phase 
of a sales convention. Nothing grim 
should mar what should be an in- 
formative and entertaining gather- 
ing. 

6. When a considerable number of 
speeches are on the program, effort 
should be made to see that the talks 
are made more interesting by the 
use of theatrical effects designed to 
clarify and dramatize 
in the addresses. 


salient points 


7. The show portion of a convention 
can make or break the effectiveness 
of the over-all program. Professional 
directorial talent should be retained 
as men who make a living at produc- 
ing shows have acquired sense of 
timing, staging and the ability to get 
the most “wallop” out of any pres- 
entation. They should also coach the 
speakers on bringing out their per- 
sonalities and presenting their mate- 
rial to the maximum benefit of the 
program. 





Giant Drop . A giant back-drop, fea- 
turing Sylvania's national advertising sched- 
ule, hung on stage during William Stro- 
ben's, Sylvania ad manager, talk. 


8. One executive should act as em- 
cee for the show. A company which 
has a top sales official with unusual 
ability to hold an audience’s interest 
is a valuable asset. If no such man is 
available, it might be found neces- 
sary to hire an outsider. He should 
work with the speakers for several 
days preceding the show. 


9. As several departments besides 
the sales and advertising groups usu- 
ally participate in a sales convention, 
a carefully prepared outline should 
be made with special emphasis being 
given to the over-all continuity of 
the show. The show should “build” 
up to a powerful climax. Only a 
well-studied outline and a sense of 
the dramatic can achieve this. 


10. A theater equipped for stage 
presentations is the best place to 
hold a convention show which in- 
volves over 300 guests. A hotel the- 
ater is ideal for smaller gatherings. 


11. Even though the convention 
audience might be predominantly 
male, great care should be taken to 
assure that no person present is of- 
fended by any entertainment mate- 
rial presented at any time during 
the convention. 


12. Entertainment during a sales 
convention show should be used to 
reinforce sales points and should not 
be put into a program just to vary the 
format. 44 


Galub Publishes 1953 
Editorial Directory 


Probably the most complete ed- 
itorial directory on the market has 
been compiled by Galub Publishing 
Co. in its expanded 1953 edition of 
The Editorial Directory. The new 
edition presents data on more than 
2,000 business, trade, professional, 
farm and consumer magazines pub- 
lished in United States and Canada. 

The listings provide such informa- 
tion as: comprehensive editorial 
analyses of the types of news, fea- 
tures, photos wanted and used by the 
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magazine; descriptions of editorial 
departments; descriptions of reader- 
ship so copy can be slanted for speci- 
fic audiences; feature deadlines; 
news deadlines; charges for handling 
publicity; payment policies; adver- 
tising managers; production require- 
ments including column width and 
page sizes; editorial rosters listing 
over 10,000 editors with their depart- 
mental responsibilities; circulation 
and type of circulation, and subscrip- 
tion rates. 

The directory is available for $27 
from The Galub Publishing Co., 516 
Fifth Ave., New York City. 


Graphis Annual Includes 
734 Examples of Ad Art 


*°53/54 Graphis Annual” is termed 
by its editors the “international en- 
cyclopedia of advertising art.” And 
certainly this second annual issued 
by the famous Swiss magazine 
Graphis is inclusive. Altogether 
there are 734 examples of outstand- 
ing advertising art and 21 countries 
are represented in the book. 

The annual covers an amazingly 
comprehensive number of types of 
advertising art. Included in the an- 
nual are examples of posters, maga- 
zine and newspaper advertisements; 
booklets: catalogs; menus; invita- 


‘See what | mean 


tions and programs; magazine and 
record album covers; house organ 
and book jackets; packaging; calen- 
dars; greeting cards; animated ad- 
vertisements; letterheads;  trade- 
marks; television title slides and 
commercials. 

The examples were chosen by the 
annual’s editors—Walter Herdeg, 
editor of Graphis and Charles Ros- 
ner, head of London’s Sylvan Press 
and art director of Balding & Man- 
sell—from thousands of entries from 
artists, designers, art directors and 
agencies all over the world. Includ- 
ing material from so many different 
parts of the world makes a_ book 
filled with fresh and vigorous new 
designs—many quite dissimilar from 
the usual American concepts. 

Graphis has enjoyed the reputa- 
tion of being a bit avant-garde and 
therefore it is not surprising that the 
art selected is, for the most part, 
strictly off the beaten track. Admen 
might not like all the examples, but 
nearly everyone will find the designs 
stimulatingly original and sugges- 
tive. 

The format is handsome and the 
layout, color and black and white 
reproduction is in the usual high 
caliber Graphis style. 

Farrar, Straus & Young Inc. (New 
York) is the U. S. publisher. Price 
is $12.50. 


. .. you advertise like mad and up comes a 


guy with a new product!” 
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Matted Release . . 


* PALM SPRINGS 


. One method Mobilgas used to publicize its yearly 


gasoline economy run was to send matted releases to selected newspapers. 
This one aimed at arousing the reader's curiosity about the exact route of 


the run 


When you get your name top bill- 
ing in reams of publicity and ad- 
vertising by others, because you’ve 
done something for them, then you 
have a stem-winding promotional 
vehicle. 

Such is the Mobilgas Economy 
Run, America’s most comprehensive 
automobile performance test. The 
run is staged by General Petroleum 
Corp., (Los Angeles), Socony-Vac- 
uum’s West Coast affiliate. Accord- 
ing to C. S. Beesemyer, coordinating 
executive for General Petroleum, 
the objective of the run is to dem- 
onstrate the high economy of gaso- 
line consumption of modern cars, 
and to impress the public with 
methods for economy improvement. 

It is an impartial, American Auto- 
mobile Assn. sanctioned and su- 
pervised test of current car models 
driven under exactly the same con- 
ditions experienced by the average 
motorist. Twenty-six standard stock 
cars compete in eight classes—by 
cost and equipment standards—for 
ton miles-per-gallon records over a 
prescribed course. 


> This year’s run was from Los 
Angeles to Sun Valley, Idaho. Total 
mileage was 1206.1 over all types of 
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the route is not announced until just before the run begins. 


terrain from low altitude deserts to 
the high Sierras. The route had to 
be driven within a required elapsed 
time which made it necessary for 
drivers to make the run at top legal 
speeds. 

The event has been held in the 
spring each year since 1950. Prewar, 
a Grand Canyon run was held an- 
nually by a company since pur- 
chased by General Petroleum. 
While many objectives can be stated 
for the run, they all contribute “to 
the creation of a physical thing upon 
which publicity and promotion can 
be based,” says Frank Meunier, 
advertising manager. 

The “creation” involved is con- 
siderable. The core of the personnel 
required for the job is in the adver- 
tising department, its agency, West- 
Marquis, and the staff of A.C. Pills- 
bury, regional director of the AAA 
contest board. 


> Before the hullabaloo of this year’s 
run had died down, this group was 
making plans for 1954. At the peak 
of this year’s run, 150 General Petro- 
leum people participated. In addition, 
125 people were called into service 
by the AAA. 


Preparations for a typical year go 


How Mobilgas 
Stages Its 
Economy Run 


Gne of the nation’s most suc- 
cessful annual promotions is the 
famed Mobilgas economy run. 
The event not only brings the 
gasoline company reams of pub- 
licity and a host of advertising 
tie-ins, but lays a sound founda- 


tion for its own ad campaign. 


about like this. The first question is, 
“What shall the destination be?” All 
runs start from Los Angeles. There 
are several requisites for a destina- 
tion. It must be well known, color- 
ful, accessible by numerous routes 
over acceptable roads, and have the 
physical capacity to handle a mini- 
mum of 650 and possibly 800 people 
who must be fed and lodged for two 
nights. 

Additionally, it must be far enough 
and the routes must offer a sufficient 
variety of conditions to test com- 
peting cars adequately. The route 
itself must have color. 


> The destination chosen, various 
possible routes must be surveyed. 
This year there were eight. This 
done, the job was underway. Each 
of the courses was logged. Mileage, 
speed limits, the amounts of city 
driving, potential weather hazards 
—as in the high Sierras—were re- 
corded. 

Hotel reservations for two nights 
for the 450 who would make the 
actual run had to be made on all 
possible routes in California, Ari- 
zona, Utah, Idaho, Oregon, Nevada, 
and Wyoming. Those not needed 
were cancelled when one route was 
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definitely chosen. Location of re- 
fueling stations also had to be 
checked for each route. 

The public announcement of the 
destination this year was not made 
until March 6, with a release date 
of March 22 or thereafter. The an- 
nouncement was made at press par- 
ties held in Los Angeles, San Fran- 
cisco, Portland, Seattle, Salt Lake 
City. At the same time a press kit 
containing covering all 
phases of the run, and suitable pic- 
tures, was given out. These were 
sent to more than 580 news outlets, 
including magazines, 
radio and television stations. 


stories 


newspapers, 


> The date of the run was given, 
April 20, but the exact route was not 
named until March 31. This was the 
date on which all cars to be used 
were impounded by AAA. The cars 
were impounded until the run to in- 
sure that they were standard and 
did not have any special equipment 
to get extra mileage. The cars had 
been selected without warning by 
AAA officials directly off the show- 
room floor of any dealer handling 
the make desired. 

The delay in the announcement 
of the route is to prevent zealous 
drivers from having too much time 
to “clock” the route. The first prize 
awards are so prized that entrants 
will take advantage of every loop- 
hole in the strict regulations. Some 
are reported to have gone over the 


route beforehand actually clocking 
traffic signals as to their duration on 
green and on red—this to minimize 
gas-consuming starting and _ stop- 
ping. 


The timing of the announcement 
of the run is important. Once it is 
known, the objective is to keep 
publicity building to reach a climax 
at the time of the run. The press kits 
contain comprehensive basic stories, 
but every effort is made to give 
automobile editors individual stories. 

This is supplemented by specially 
written releases to hometown news- 
papers and broadcasting stations of 
AAA personnel and General Petro- 
leum employes as they are chosen to 
participate in the run. 
> No one at General Petroleum is 
likely to forget the 1950 run to 
Grand Canyon, which was an- 
nounced three months in advance. 
Three months was too long a time 
to sustain interest and publicity. 
Among the unscheduled “despera- 
tion” publicity stunts staged were 
the bringing of Grand Canyon In- 
dians to Los Angeles to do their 
tribal dances, and a parade of old- 
time vehicles. Since that experience, 
one month advance notice has been 
settled upon as about right. 
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Entrants in the 1953 Mobilgas Economy Run lined up in the heart of downtown Los 
Angeles at 12:01 a.m. on April 20 for the start of the 1,206-mile trek to Sun Valley, 
Idaho. A Nash Ambassador (right, foreground) was the first car over the starting line, 
with the others following at two-minute intervals. Each of the 26 cars entered carried 
two official AAA observers and an alternate driver. In addition, more than 300 people 
including other AAA observers, state police representatives, factory officials, news- 
papermen, etc. trailed along. Stationed at various spots on the route were mechanics, 
refuelers, telephone men, checkers and timers. 


When the final route was decided, 
portable stations were taken to loca- 
tions along the route to supplement 
existing facilities so drivers would 
not be held up by slow service. Ar- 
rangements were made to have nine 
AAA men at each station to see that 
the rules were obeyed. Some 125 
flagmen were stationed along the 
route to see that drivers did not take 
wrong turns. Also along the route 
were telephone men, refueling crews, 
checkers and timers. 

Samples of gasoline and lubricants 
from all refueling stations were 
taken to see that they were uniform. 
Storage tanks were cleaned, and just 
before the run began, sealers of 
weights and measures made sure 
tanks and equipment were not tam- 
pered with. A total of 1,500 different 
signs had to be made and posted. 


> The run began one minute after 
midnight, the morning of April 20. 
Each of the 26 cars entered carried 
two official AAA observers and a 
substitute driver. In addition to these 
104 people in the contesting cars, 
some 300 more people trailed along. 
These included AAA observers, state 
police representatives, factory rep- 
resentatives for the cars entered, 
newsmen, etc. 

The route to Sun Valley included 


night stops at Reno, Nevada, and 
Boise, Idaho, with all cars required 
to be in Sun Valley the afternoon of 
April 22. 

Fifteen hours later, at 9 a.m. the 
following day, official computations 
had been made, the winners deter- 
mined, and a complete press kit 
naming the winners and giving back- 
ground information and _ statistics, 
was available to the press. The public 
announcement of the sweepstakes 
winner was made in a ceremony at 
10 am. As the winners were an- 
nounced, official photographers took 
pictures which were in the hands of 
newspapers and wire services by 4 
p.m. that day. 


> Although there had been sub- 
stantial publicity before the run, the 
big pay-off in publicity and adver- 
tising, both by General Petroleum 
and the winners, began with the an- 
nouncement of the winners. Present 
at Sun Valley were more than 80 
newspapermen, editors of consumer 
automobile publications, broadcast 
newsmen, etc. Just about all major 
cities were represented by the press, 
including New York, Chicago, Dal- 
las and the wire services. 

Feeling that greatest impact is ob- 
tained by having advertising in the 
same issue as the news results, Gen- 
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eral Petroleum advertising was set 
to go the minute the results were in. 
To accomplish this, Jack West of 
West-Marquis, phoned all the re- 
sults to the agency’s office in Los 
Angeles. Dealer window displays 
were set so results could be dropped 
in. The dealers were also sent a 
jumbo telegram showing results, for 
posting. 

Billboards throughout the West 
were already up, and snipes show- 
ing the average mileage for all con- 
testants were added to them. News- 
paper ads were set up with all con- 
testants listed so they were ready to 
go when the performance figures 
were dropped in. This procedure was 
followed in newspapers and outdoors 
in the 190 principal western markets. 


> The newspaper drive is continued 
for five or six weeks in all markets. 
This advertising is coordinated with 
that of the winners wherever pos- 
sible. 

To whip up greater interest among 
dealers, General Petroleum ran a 
contest in which the dealers were 
asked to predict the winners, and 
the average gasoline consumption of 
all entries. Dealers were also en- 
couraged to run similar contests 
among their customers, and many 
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General Petroleum also repro- 
duces hundreds of official AAA 
“certificates of stock status and per- 
formance” for each car and distrib- 
utes them to all dealers for that car. 
The certificates show ton miles per 
gallon and miles per gallon. Dealers 
have been very happy to get these 
certificates and use them. Since the 
mileage shown is __ substantially 
greater than that enjoyed by the 
average motorist, the certificate 
makes a satisfying answer to the 
question of “how much mileage will 
I get on this car?” 


> Winning contestants do a sub- 
stantial amount of advertising of 
their laurels. Since the Economy 
Run must get top billing to lend 
authority to the award, Mobilgas 
gets headline billing in such adver- 
tising. In past years General Petro- 
leum has tried to determine exactly 
how much advertising has been done 
by winners, but had to give up after 
accumulating several  foot-thick 
books. The advertising is done by 
dealers concerned, dealer associa- 
tions, car manufacturers, and manu- 
facturers of equipment used on the 
cars. All media have been used, and 
tracking them all down has proved 
an impossible job. 

Some of the biggest pushes by 
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Sweepstakes champion of the 1953 run was this Ford Mainline ‘'6"’ shown crossing the 
finish line at Sun Valley. The driver was Les Viland and the car was entered by Al 
Steubing of Hollywood. The winner chalked up a record of 27.0335 miles per gallon 
for grueling route from Los Angeles to Sun Valley. The ‘‘tons-per-gallon’’ figure re- 
corded by the Ford ‘‘6’’ was 56.7028. Present to greet entrants as they crossed the 
finish line, were more than 80 newspapermen, representing nearly all the major city 
newspapers. The following day the newsmen received a press kit naming the winners 
and containing all pertinent statistics on the run. 
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winners last year are known. Ford 
proclaimed its win using outdoor all 
over the country, in newspapers, and 
on “Ford Theater” on_ television. 
Studebaker plugged its win in the 
11 western states via Sam Hayes 
radio newscasts. Ed Sullivan’s “Toast 
of the Town,” boosted the Lincoln- 
Mercury win through most of the 
year. Even used car dealers get into 
the act by plugging cars as winners. 

A year-around follow-up is made 
with a film taken of the run. This is 
shown to civic groups of all kinds, 
and in many schools. The active in- 
terest of schools and the National 
Safety Council—which has an ob- 
server at the run—has been attracted 
by the fact that basically the rules 
which result in greatest mileage are 
rules for safe driving. 


> Summarized, the which 


rules, 


‘General Petroleum uses in paid ad- 


vertising, read like this: “All the 
gas mileage your car can deliver! 

.. don’t be a lead foot. Speed costs 
money. Get into high gear fast. Get 
off the clutch. Take it easy on the 
getaway. Cut down on stop and go. 
Don’t be an idler. Give the brakes a 
break. Spare the choke. You get high 
mileage with a well-conditioned car. 
Periodic tune-ups make your engine 
sing. Faulty spark timing can rob 
you. Get to the points. Condenser 
and coil make a difference. Car- 
buretors can make trouble. If there’s 
wear, repair. Regular 
saves.” 

If the public associates these rules 
with General Petroleum, it’s quite 
obvious dealers can expect plenty of 
business other than gasoline and oil 
sales. 
> When the event was revived in 
1950, it was strictly western. How- 
ever, that one year made apparent 
the event’s value as a promotional 
vehicle, and Socony-Vacuum Corp., 
and its southern affiliate, Magnolia 
Oil, have tied-in in the past two 
years, and invited the press from 
their areas to attend the run. 

The reasons for this can be dis- 
cerned in a survey made last year 
by Facts Consolidated, using a 
sample far larger than statistically 
necessary. It was learned the run 
has a high degree and quality of 
penetration among the public in the 
Pacific Coast states: 87.6% of all 
Pacific Coast drivers knew about 
the run; 73% of the total public 
knew about it. This represented a 
greater penetration than many 
world-important events at the time 
the survey was taken. 

Asked if they felt they benefited 
from the test offered by the run, 
58°% of those who knew about the 
run said “yes.” 44 
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PACKAQGES ot the year 


The Mennen Co. wins top honors in the first annual package 


design competition sponsored by The Package Designers Council. 


The redesigned packages of a well- 
established line have won top honors 
for the best package design of the 
year. Selected from among nearly 
1,000 entries, the new Mennen men’s 
toiletries packages walked away with 
top honors in the first annual com- 
petition staged by the Package De- 
signers Council. 

Mennen received the Irwin D. 
Wolf Award —reappearing after a 
ten-year absence—for its new pack- 
ages created by Francis E. Blod of 


1. Best Coordinated Packaging Pro- 
gram .. . Red Owl Stores Inc. (Minne- 
apolis). Designer: Jim Nash (New York). 
Produced by American Can Co., Bemis Bro. 
Bag Co., Rapinwax Paper Co., U. S. Printing 
& Lithographing Co. 

2. Best Grocery Self-Service Pack- 
age ... Arnold Bread Line, Arnold Bakers 
Inc. (Port Chester, N. Y.). Designer: Charles 
C. §. Dean (New York). Produced by Kala- 
mazoo Vegetable Parchment Co. 

Mennen packages by The Nevins Co., Wikata 
Folding Box Co., Continental Can Co. 
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Design Associates Ltd. (New York). 
Eight other firms won top awards in 
special categories. These winners, 
along with those receiving honor- 
able mention distinction, are illus- 
trated in this section. 

> The new Mennen packages are 
part of a redesigning program sched- 
uled for completion during 1954. The 
PDC top award was made for a 
series of five newly designed Men- 
nen packages, including Mennen Bath 
Talc, now on retailers’ counters and 


shelves; Mennen After Shave Talc 
for Men, Mennen Foam Shave, Men- 
nen Shave Cream in tubes (lather 
shave, menthol ice and brushless), 
and Hair Creme for Men, to reach 
retailers during 1954. 

In accepting the award, William 
Mennen Jr., executive vice presi- 
dent of the firm, called the new re- 
packaging program part of the com- 
pany’s campaign to give the retailer 
fullest possible merchandising sup- 
port at point of sale for regular as 
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3. Best Drug Store Self-Service 
Package ... Super Ebonette Rubber 
Gloves Carton, Pioneer Rubber Co. (Willard, 
O.). Designer: Raymond Loewy Associates 
(Chicago). Produced by Gardner Board & 
Carton Co. 

6. Best Department Store Self-Serv- 
ice Package .. . Terry Tweed Towel 
Pack, Martex Division, Wellington Sears Co. 
(New York). Designer: John & Earline Brice 
Design Studios (New York). Produced by 
Old Dominion Box Co. 


well as gift packaging promotion. 
The new packages feature simplicity, 
and maximum impact for self-serv- 
ice selling in the highly competitive 
men’s toiletries field. Theme of the 
new packages runs through the en- 
tire “family” of men’s line products. 
The new packages, Mr. Mennen 
stated, aim at: 
1. Continuing the strong and long 


Honorable Mentions... The packages 
pictured to the right and on the following 
two pages also received recognition in the 
various categories. 

Coordinated Packaging Programs 

9. Right Time Toys, Childhood Interests Inc. 
(Roselle Park, N. J.). Designer: Stanley Gold- 
man & Edgar Herz, Williams Advertising & 
Penthouse Studios (New York). Produced by 
Downingtown Paper Box Co. 
10. Rath Meats Line, The Rath Packing 
Co. (Waterloo, la.). Designer: Jim Nash 
(New York). Produced by American Can Co., 
Marathon Corp., U. S. Printing & Lithograph- 
ing Co., Waldorf Paper Products Co., West 
Carrollton Parchment Co. 
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4. Best Self-Service Cosmetic Pack- 
age .. . Lucky Draw Perfume Cartons, 
Helena Rubinstein Inc. (New York). Designer: 
Eric DeKolb, Helena Rubinstein Inc. Pro- 


duced by George Snyder Inc., C. H. Forsman 
Co. 


7. Best Redesign Project — Old & 
New .. . Kingsbeer Bottle, Dow Brewery 
Ltd. (Montreal). Designer: Jim Nash (New 
York). Produced by Aluminum Rolling Mills 
Ltd. 


famous Mennen logotype and green 
and white stripe theme, but in a 
modern and eye-catching over-all 
design. 

2. Adding brightness and life to 
men’s toiletries sections. 


> The Mennen repackaging program 
is carried through to inside packag- 
ing as well. Mr. Mennen told of a 
specific example: “In our Mennen 
Skin Bracer and Mennen Hair 
Creme or Men lines, we have in- 
troduced a sure-grip, easy-to-handle 


5. Best General Self-Service Pack- 
age .. . Continental Cheese Assortment, 
Sue Ann Food Products Corp. (Chicago). 
Designer: Archie M. Schrom (Chicago). 
Produced by Archie M. Schrom & Co. 


8. Best New Package for a New 
Product Folium Fertilizer Family, 
Monsanto Chemical Co. (St. Louis). Designer: 
Rudolf Czufin and Albert Quinlan, Gardner 
Advertising (St. Louis). Produced by Mulligan 
Printing Co., Shellmar Products Corp. 


bottle designed to fit the hand and 
prevent slippage. The shape of the 
label and the design of the cap have 
been coordinated to make the new 
bottle an attractive, practical unit.” 


> Mennen green, which has long 
signified the company’s men’s prod- 
uct line, has been retained as a 
prominent color in the repackaging 
program, but a larger amount of 
white space has been inserted to 
make the package stand out against 
the variety of colors usually found 
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in retail drug store and cosmetic 
areas. The white also denotes purity. 
Occasional use of red has been made 
to give emphasis to selling points on 
the packages. The well-established 
Mennen logotype, designed in 1914, 
is still retained in the new package 
design, but has been modernized to 
give a simpler, bolder and more leg- 
ible effect. ; 

Over-all design of the new Men- 
nen package features the famous 
Mennen stripes which are being 
used as a design feature. The stripes 
design was introduced at the turn 
of the century by the Mennen Co. 


Grocery Self-Service Packages 


11. Armour Star Oil, Armour & Co. (Chi- 
cago). Designer: Raymond Loewy Associates 
(Chicago). Produced by Continental Can Co. 


12. Folger Coffees, J. A. Folger & Co. 
(Kansas City, Mo.). Designer: Frank Gian- 
ninoto & Associates (New York). Produced 
by American Can Co., Ball Bros. Co., R. J 
Kittredge & Co. 


13. Field Foods Family, Field Packing Co. 
(Owensboro, Ky.). Designer: Will Johnson, 
Baker, Johnson & Dickinson (Milwaukee). 
Produced by Millprint Inc., Continental Can 
Co., Kalamazoo Vegetable Parchment Co., 
Marathon Corp. 

14. Borden's Wej Cut Cheese Line, The 
Borden Cheese Co. (New York). Designer: 
Frank Gianninoto & Associates (New York). 
Produced by Milprint Co. 


Drug Store Self-Service Packages 
15. Chix and Chux Diaper Packs, Chicopee 
Mills Inc. (New York). Designer: Koodin- 
Lapow Associates (New York). Produced by 
Robertson Paper Box Co., Sample Durick Co 


16. Lilt Home-Wave Line, Procter & Gam- 
ble Co. (Cincinnati). Designer: Donald 
Deskey Associates (New York). Produced by 
Richardson-Taylor-Globe Corp. 


Self-Service Cosmetic Packages 
17. Helena Rubinstein Perfumed Bath Salts, 
Helena Rubinstein Inc. (New York). Designer: 
Eric DeKolb, Helena Rubinstein Inc. Produced 
by Owens Illinois Glass Co., Graphire Corp 


18. Jewel Tassel Perfumes, Helena Rubin 
stein Inc. Designer: Ned Harris, Eric DeKolb 
Produced by Robert Gair Co. Inc. 


19. Tang Men's Toiletries, Gourielli Inc 
(New York). Designer: Eric DeKolb. Produced 
by Robert Gair Co. Inc., Owens Illinois 
Glass Co. 


General Self-Service Packages 
20. Flint Decorator Kitchen Tools, Ekco 
Products Co. (Chicago). Designer: Raymond 


Loewy Associates (Chicago). Produced by 
Container Corp. of America. 
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to give its packages individuality at 
point of purchase. Then most toilet- 
ries products were sold in floral 
packages that overwhelmed the 
buyer and made recognition a prob- 
lem. 

The introduction of a modified 
‘“playbill” lettering for product 
names on the package is part of the 
program of identifying Mennen as 
an old, established line. The com- 
pany plans to supplement its new 
packaging with special Christmas 
holiday packages featuring various 
combinations of products. 44 


21. Universal Steam & Dry Iron, Landers, 
Frary & Clark (New Britain, Conn.). De- 
signer: Gerald Stahl (New York). Produced 
by Container Corp. of America. 

22. E Z Paintr Roller Kit, E Z Paintr Corp. 
(Milwaukee). Designer: John K. Richards, 
Design Directors Inc. (Chicago). Produced by 
General Container Corp. 


Department Store Self-Service 
Packages 
23. Holgate Toys, Holgate Bros. Co. (Kane, 
Pa.). Designer: Frank Gianninoto & Asso 
ciates (New York). Produced by Robertson 
Paper Box Co. 


24. Arrow Shirts & Accessories Line, Cluett, 
Peabody & Co. Inc. (New York). Designer: 
Kenwood Dixon, Robert Gair Co. Inc. (New 
York). Produced by Robert Gair Co. Inc. 
Redesign Projects 

25. El Producto Cigars, G. H. P. Cigar Co 
(New York). Designer: Paul Rand (New 
York). Produced by Schlegel Lithographing 
Co. 

26. Stevens Utica-Mohawk Sheets & Pillow 
cases, J. P. Stevens & Co. (New York). Pro 


duced by Container Corp. of America, F. M 
Howell & Co. 


27. 40 Fathom Frozen Sea Foods, Birds 
Eye Division, General Foods Corp. (Boston). 
Designer: Frank Gianninoto & Associates 
(New York). Produced by Marathon Corp 
New Packages for New Products 
28. Kent Cigarets Display Carton, P. 
Lorillard Co. (New York). Designer: F. S 
Sergenian, Young & Rubicam Inc.; Fred 
Marsh (New York). Produced by National 
Folding Box Co., Schlegel Lithographing 
Co., U. S. Printing & Lithographing Co. 
29. Captain's Choice Frozen Sea Food, 
Brighton Fish Co. Division, Safeway Stores 
Inc. (Oakland, Cal.). Designer: Walter 
Landor & Associates (San Francisco). Pro 
duced by Marathon Corp. 


30. Kellogg's Sugar Frosted Flakes, Kel 
logg Co. (Battle Creek). Designer: Andrew 
F.H. Armstrong and Alice & Martin Proven- 
son, Leo Burnett Co. (Chicago). Produced 
by Kellogg Co. 
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For Special Promotions 
and Pick-Up Appeal 


try NASHUA 


Sales Impulse Bands 


To give products a seasonal push 
— or to band several together as 
a unit — use these Nashua Self 
Sealing Bands. 

Samples of bands created for 
several types of products are 
yours for the asking. Write today, 
at no obligation. 


NASRUA 
SURE-HOLD DIVISION 
NASHUA CORPORATION 


54 Franklin Street, Nashua, New Hampshire 





Insertions Combine 
To Earn Advertising 


Frequency Discounts 


* Advertising Requirements 
* Advertising Age 
* Industrial Marketing 


Advertisers using any 
combination of these 
publications issued by 
Advertising Publica- 
tions, Inc., may com- 
bine total number of 
insertions to earn best 
frequency discount for 
each, minimum rate- 
holder regulations 


applying. 


Advertising Publications Inc. 
200 E. Illinois St. 
Chicago 11, Ill. 








Multiple Unit Packages 
Adopted for Snack Item 


Peanut butter-cheese cracker 
sandwiches are the latest item to be 
multiple unit packaged. Mann Co.’s 
(Washington) cracker sandwiches 
are first packaged four each in an 
inner wrapping of amber cellophane, 
then six of these units are packaged 
in a printed cellophane bag. 

The six-in-one idea was developed 
by:Mann Co. and a large chain or- 
ganization in whose stores Mann’s 
products are sold. The design of the 
outer package, created by Dobeck- 
mun Co. (Cleveland), includes copy 
that emphasizes the _ individually 


wrapped feature. 44 


Wallet Package . . . First of Water- 
man Pen's new “useful’’ packages was this 
“Schooltime Secretary.’ The wallet-like fold- 
er of simulated pigskin contained a note- 
book with class schedule and a choice of 
either a ball point or fountain pen. It sells 
for the price of the pen alone. 


Christmas Package .. . For the Christ- 
mas season, Waterman will market a Lady 
Corinth pen and pencil set packaged in this 
attractive Lucite ‘evening bag.’ The pack- 
age has a metallic and satin fabric on the 
lid and satin lining, and is equipped with a 
mirror and cosmetic compartments. The pack- 
age will be available in white and gold 
stripes, mandarin red and gold or black 
with a sequin design. A similar set will be 
available for men. 


Dutch Masters Adopts 
Striking Birch Boxes 


A striking white simulated birch 
bark box has supplanted the tradi- 
tional dark cedar wood boxes for 
Dutch Master cigars. Consolidated 
Cigar Corp. decided to adopt the 
new boxes to produce “stand-outs” 
at cigar counters. 

The new box is covered with white 
“birch bark.” The ends have new, 
highly visible, oblong Dutch Mas- 
ters trademark. In case line-ups, the 
birch bark box contrasts strongly 
with other cigar boxes. Teaser win- 
dow streamers and counter stickers 
will be sent to dealers to help intro- 
duce the new boxes. 44 


Pocket Secretary ... A similar package 
is being marketed for men and women. This 
“Pocket Secretary’ contains a jewel-point 
pen, a notebook, a pad of plastic envelopes 
for business cards, and a stamp compart- 
ment. The Secretary is available in natural 
pigskin and variety of other colors. It, too, 
will sell for the price of the pen. 


Waterman Packs Pens 


In New Useful Boxes 


Waterman Pen Co. thought that 
its packages should be more than 
just “fancy” boxes—they should 
have some useful value. As a result, 
the company now is merchandising 
a line of fountain pen and pencil sets 
and ball point pens in attractive 
“useful” packages. 

Three different types of useful 
packages will be used by Waterman 
during the next few months. The 
useful package idea was first pre- 
tested last summer when the com- 
pany introduced the “Schooltime 
Secretary’—a wallet-type folder of 
simulated pigskin. Inside the wallet 
was a ball point or fountain pen and 
a note pad with class schedule on the 
cover. The package, which sold for 
the price of the pen alone, was ex- 
tremely successful, Waterman re- 
ported. 

A similar type pocket secretary 
for men and women will soon be 
available. During the Christmas sea- 
son Waterman will introduce the 
third package—a pen and pencil set 
packaged in a lucite case with mir- 
ror and cosmetic compartments. 44 
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Panty Girl . . . A drawing of a pretty 
blond and new treatment of the company 
logo helped streamline this new wrapper 
for Nature Girl panties. 


Panty Line Gets New 


Streamlined Packages 


Nature Girl Undies Inc. (New 
York) whipped greater sales appeal 
into its packages by adopting new 
streamlined wrappers for its panty 
line. The full-color wrappers also 
make it easier for customers to dis- 
tinguish between the three different 
types of panties. 

The new cellophane package fea- 
tures the company logo and a draw- 
ing of a pretty blonde wearing noth- 
ing except a pair of Nature Girl 
panties. The wrappers are being 
produced in three different colors— 
blue, orchid and green—to identify 
the different types of panties. 

The old package consisted of a 
two-color lithographed white insert 
card, a panty and a backing board, 
all overwrapped with unprinted cel- 
lophane. The new package elimi- 
nates the backing board. Both pack- 
ages were produced by Milprint Inc. 
(Milwaukee). 44 


Lorillard Adopts New 
Vacuum Cigar Package 


A new vacuum pack cigar tin, de- 
signed to keep cigars factory fresh 
for months, has made its debut in 
test market areas. Developed for its 
Headline cigars by P. Lorillard Co., 
the new container will hold 25 cigars 
and retail for $1.39. 

The can opens with the use of a 
conventional slotted key attached to 
the top of the tin. The red and white 
colors and round can make the new 
package suitable for attractive 
counter displays. 
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A unique use of motion is demonstrated in this General Foods dis- 
play (left) for Maxwell House Instant Coffee. The clock hands in the 
display move from jar to cup conveying the idea of instant coffee 
making. Motion is also used in this well known “Swinging Monkey 
display for Baker's coconut (center). The monkey swings back and 


forth sprinkling coconut as he moves. A copy panel, featuring an in- 
troductory offer, can be removed when deal pack merchandise is 
sold. A display that offers complete mobility is this wrap-around 


shopping cart (right) which allows store managers to move it to 
various traffic ‘hot spots.” 


Hiow General Foods Gets Packages 


off the shelf... and onto the tloor 


Here’s how General Foods helps grocers move its products out of the store. These mer- 
chandising devices are geared to get packages off the shelf and onto the floor—giving 


them greater display effectiveness and more consumer appeal. 


A real traffic stopper is this sail boat display (left) holding five cases 
of Jell-O and two cases of Hunt's tomato sauce. Sail is made of tag 
stock and slips on a pole. Handy display bin (left center) features 
an area for stacking Minute Rice and a related item. Copy panel at 
the top revolves, showing a variety of recipes utilizing rice and re- 
lated items. Side panels hold recipe folders featuring 500 meals. 


Another bin (right center) is this unit designed as an island display 
with two sections serving as an end display and three sections to 
go around corners and posts. This display also contains pockets for 
recipes that explain how to make “‘souffle’ salads. This gondola 
end display bin (right) consists of seven pieces—two floor stands 
two corner bins, one copy panel and two recipe pads. 





Minute Rice ‘“Meal-of-the-Month” banners form a striking pole dis- 
play (left). Rice cartons and related items can be stacked around 
pole. The “Spanish Rice Pronto’ unit (center) was designed for 
gondola end displays and features a floor stand for stacking Minute 
Rice, a bin for a jumbled display of tomato sauce and a tag stock 


By Ray Dubrowin ally consists of 


Associate Manager 
Sales Promotion Department 


the major display 
piece, display price cards and shelf 


Ss 2 ng Ni 


+? MINUTE Rice 


copy panel. The panel is suspended by two poles that fit through 
the back of the floor bin and stands. Another example of a pole 
display with cut-case merchandise stacked around it is this ‘‘All 
American Meal" display for Log Cabin syrup (right). The unit fea- 
tures a stand-out copy panel and a curved mirror. 


advantage of this teamwork is the 
creative thinking our purchasing 


General Foods Sales Division 


General Foods has no set policy 
rules for the display material de- 


talkers, recipe pads or folders, plus 
a presentation folder containing all 
the current advertising, a sales pitch 
and a list of point of sale material 
available. 


department renders at the inception 
of a display problem, counseling on 
the types of material needed, costs 
involved, time necessary to complete 


signed for its various products. Each 


product has its own problems, and > In preparing 


material is individually designed to 
accomplish the objectives for any 
given campaign. 

Generally, a display package is 
designed for each campaign. It usu- 


These two Maxwell House Coffee displays capitalize on the popu 
larity of TV personality Red Buttons and also serve as good mer 
chandising units. The pole display (left) is intended for stores with 
limited space, unable to use the larger motion unit (left center). The 
larger display features Red Buttons in animated dance routine. The 
two units for Baker's coconut serve much the same purpose. One dis 


MAXWELL 
HOUSE 
Coffee 


sales promotion department works Most production problems 
as a team with the purchasing de- 
partment, since 
technical problems in designing dis- 
play material generally overlap. The 


the 


the job and its spontaneous sugges- 

tions, construction-wise, that save 
material, the us time and money. 
are 
solved by this teamwork in the 
“rough” and “dummy” stages, which 
keeps our material arriving in the 
field when it is needed. Material is 


creative and 


play (right center) features a sail boat rocking-—animated by a 
motion unit. The other (right) is a smaller display utilizing the same 
art treatment, but minus the motion unit so that it can be used as a 
pole display in stores with limited space. The monkey of last year s 
successful “Swinging monkey’ display is used aqain—-as a passen 
ger in the sailboat in these new displays 





CEIL-STICK 


ADHESIVE FOR 
SUSPENDING 
MOBILE DISPLAYS 
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DOUBLE COATED ADHESIVE 
FOR MOUNTING 
LIGHT DISPLAYS 


WT BYLLA 


EXTRA STRONG ADHESIVE 
HOLDS DISPLAY TO 


iS ANY SURFACE 
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549 WEST FULTON STREET CHICAGO 6, ILL. 


free consultation 


on P.O.P. problems 
BY ONE OF THE TOP 
DISPLAY ORGANIZATIONS 


Designers and fabricators of 
displays of wood, plastic, 
metal, glass — illumination, 
motion. For dealer helps (in 
quantity) that really help, 
write for literature, infor- 


motion or CALL 


COPELAND 


displays, inc. 
537 W. 53rd ST., N.Y. 19 
CO 5-5621 


If YOU Are in any 
of these fields... 


Paper 
Printing and Binding 
Premiums, Prizes, 


Signs and Identification 
Materials 
Audio and Visual Aids 
and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Typegrenhy and Layout Photoengraving and 
Labeling and Packaging Platemaking 
Radio and TV Production Window and Store Displays 


Your advertising belongs in 


Advertising 
Requirements 


planned around themes _ usually 
found in the current advertising 
program and followed through at 
the point of sale. 


> The floor display material is usu- 
ally designed for gondola end-dis- 
plays. This means the display bin or 
multiples of bins will not exceed 48” 
in width. 

In the case of the “dump” display 
bin, the height of the bin from floor 
to top edge should be around 30” 
with an 8” to 10” recessed dump tray 
area. This allows the average woman 
shopper no problem in getting at the 
merchandise. The depth of the dis- 
play bins is usually 18”. 

All of our floor display material 
has a kick-plate area at the bottom 
to hide cleaning and scuff marks. 


> Our displays are designed to hold 
a certain quantity of case merchan- 
dise, based upon realistic selling 
quantities. Certain display material 
is designed for “cut-case” displays 
where any quantity of merchandise 
may be used. 

Since most of our campaigns are 
of two-weeks duration, our display 
material is generally made from ex- 
pendable materials. In many in- 
stances, a display bin may be used 
by the food store operators long 
after the copy panel has been re- 
moved. This was especially true in 
the case of the Jell-O Souffle Salad 
Quarter Bins. 

Because our display material is 
planned on a per case basis, the ma- 
terial when put up correctly, pays 
its own way and the return more 
than makes up for the original ex- 
penditure. 

In an organization where each 
product operates more or less as an 
independent company, display ideas 
can be used, in principle, for more 
than one product. At the moment, 
we are doing a few different types of 
motion displays and “pole” displays. 
When certain technical problems 
have been worked out on a given 
display, the idea, with certain adap- 
tations, is then made available to 
other products in the corporation. 

44 


3-D Peep Show Display 


Promotes Fall Styles 


A “Sidewalk Peep Show,” designed 
by Wm. Melish Harris Associates 
(New York) for use by manufactur- 
ers as a retail display, is the latest in 
3-D developments. The project was 
worked out on an experimental basis 
by the Harris organization in coop- 
eration with the merchandising de- 
partment of Vogue for the maga- 
zine’s fall fashion promotions. 


3-D Peep Show ... . Back-lighted trans- 
parencies provide a 3-D peep show with this 
unit developed by Wm. Melish Harris Asso- 
ciates. It stands on a tripod or can. be at- 
tached to a window with suction cups. 


The “Sidewalk Peep Show” does 
not need special viewing apparatus 
—it carries its own in a special “built- 
in” optical system. The 6x1042x12” 
unit is designed to stand on a tripod 
inside the store window or to be 
placed with the use of suction cups 
onto the glass itself. Signs on or 
around the unit invite viewers to 
peep at the display. 

The display is a full-color view of 
merchandise reproduced by a proc- 
ess called Plastikolor-Pix—a special 
type of back-lighted transparency 
created by Harris. Other units can 
be located in the various departments 
of a retail store for tie-in promotions. 

While the principle of the Harris 
3-D optics is the same as other stereo 
techniques—a double image viewed 
as one unit—the company states that 
there is considerably more depth in 
the Harris Peep Show as well as an 
effect of seeing the subject full size. 

44 


Mirro-Brite Acetate Used 
To Create Unique Display 


An ingenious simulated TV set 
display for J-B watch bands is at- 
tracting attention in jewelry store 
windows. An automatic flasher trans- 
forms a blank mirror-like screen 
into a showcase for Jacoby-Bender 
watch bands. This effect is achieved 
through the use of translucent Mir- 
ro-Brite metalized acetate. 

Silk screened in red on the outside 
of this transparent 10” screen is the 
legend “Beautify Your Watch,” and 
with the slogan, a white outline of 
the company’s triangular trademark. 
On the inside face of the “mirror” 


Advertising Requirements 





are the initials “J-B,” which appear 
within the trademark when the 
flasher goes on. At the same time, 
the screen becomes transparent, 
showing stage setting with three 
actual watchbands spotlighted in the 
center. 

On top of the plywood “cabinet,” 
the statement “As advertised on 
television,” is silk screened—a tie-in 
with the company’s television ad- 
vertising program. 

Production of the display was 
handled by P.O.P. Displays (Long 


Island City, N. Y.). Mirro-Brite | 
metalized acetate is manufactured | 


by Coating Products (New York) 
and is available in 17 translucent 
colors. 44 


Miniature Phonograph 
Helps Sell Appliances 


Appliances that “speak for them- | 
selves” are one of the latest display 
gimmicks adopted by the Bendix | 


Home Appliance Divisions of Avco 


Mfg. Co. The gimmick is the instal- | 
lation of a Sellavox—a miniature | 


phonograph unit—in Crosley and 
Bendix appliances displayed in deal- 
ers’ stores. 

The Sellavox, a tiny battery-oper- 


ated phonograph, was developed by | 


Carter & Galantin (Chicago). Cros- 


ley and Bendix dealers may order | 


two types of displays using the Sell- 


avox. For refrigerators, ranges and 


freezers, a small blue box containing 


the unit is available. When the box | 
is installed on a shelf, it automatic- | 
ally starts playing when the prospect | 


opens the door of the appliance. 


For use with the Bendix Duo- | 
matic washer-dryer, the Sellavox is | 


hooked up with a button on a dis- 
play card. Pushing the button sets 
off a 55-second sales pitch. 


Installation and operating costs | 


are low, Carter & Galantin says, since 
the unit runs on ordinary flashlight 
batteries. The 312” records are good 
for 1,500 playings. 


er Bk rd 


Stand-out . 


brand identification has been developed by 
the K.C.S. Co. (Milwaukee) for the sound 
recording tape division of Minnesota Mining 
& Mfg. Co. A unique feature of the display 
with a special small bolt. The black, red and 
white colors help make the three-dimen- 
sional display stand out. 
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. A new molded plastic | 
counter display combining both product and | 


te 
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BINGO FOR GULF: Gulf Oil is hitting the jackpot with a glorified Bingo game 


which gas station operators are sending to customers. This is how 
it works: each square on the "Bingo" card pictures some outdoor 
object (tree, barn, beauty shop, etc.) likely to be spotted while 
riding in a car; players tick off the objects as they see them and 
the winner is the one who first fills in the card. The card is 
such a whopping success, with daily calls to dealers for additional 
ones, that Gulf will repeat a 2,000,000 run and distribute them 
directly at the stations. 


TRAV BIN G0 


Lutz & SHEINKMAN sensed the entertainment-plus-advertising 
possibilities in this novel game... brought it to Gulf Oil’s atten- 
tion .. . worked out an attractive design .. . produced the piece by 
eye-catching L & S Color Lithography. Result: Gulf’s Trav-L-Bingo 
scored an immediate hit with gas station operators and car-riders 
everywhere... is still growing in popularity. 

It will pay you to find out what L & S has “up its sleeve” to 


boost attention and sales for your product or service! 


TRAV-L-BINGO COPYRIGHT 1951, 


Cc. SCOTT BLAKESLEE, GRAND RAPIDS, MICH. 


Member 
POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 


i TZ & 
4 ITHOGRAPHIC* PECIALISTS 


Color Lithographers since 1896 


SHEINKNIAN 


421 Hudson Street, New York 14, N. Y. © WAtkins 4-2000 
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Aluminum Display Frames 
Illustrated in Brochure 


Ten examples of polished alu- 
minum frames and stands suitable 
for a variety of merchandise and 
card displays are described and il- 
lustrated in a brochure offered by 
Arlington Aluminum Co. (Detroit). 

Included among the frames shown 
are: large floor stand frames suita- 
ble for inserts up to 22x28”; hanging 
wall frames for inserts up to 36x17”; 
stands for holding merchandise with 
an attached frame for a display 
card; literature racks, and a tripod 
easel type aluminum stand. 

Each of the frames and stands 
described is illustrated showing an 
advertiser’s use of the unit. 


Gale Dorothea Designs 
New Display Animator 

A new longer-lived flashlight bat- 
tery powered oscillator for displays 
is being produced by Gale Dorothea 
Mechanisms (Elmhurst, N. Y.). The 
new unit is housed in a dustproof 
cardboard box that also serves as its 
shipping case. 

The battery oscillator is provided 


IF you want to see the 
BEST IN POINT OF SALE 


DECAL SIGNS 


ask for Meyercord’s 
NEW ADvisor Manual 


Eile ES NE PE LEDS. 


A 


with a special magnet-holder switch. 
A single conventional flashlight bat- 
tery is the only power necessary for 
the unit—the battery will run a mo- 
tion unit continuously for about four 
weeks. 

To introduce the new unit, Gale 
Dorothea is offering a sample kit 
containing three oscillators and a set 
of counterbalances for $5. Prices for 
the units in lots of 1,000 or more 
will run about $1 per unit. 44 


; 
Ma Sg BES: 


Packed with ideas to help you sell 


your product where customers BUY! 


How to make your permanent point 
of sale decal signs more productive, 
more sales influencing .. . that’s the 
message packed into this remarkable 
new Meyercord ADvisor Manual. It’s 


Biz 


. ask for it on 


pause to buy! You'll see 
how the small regional 
advertisers, as well as 
the national giants, do 
their point of purchase 


Pe aa 
Petron t 


yours for the asking; FREE when re- 
quested on company letterhead. Be- 
tween the covers you'll find dozens 
of the finest examples of colorful, 
eye-compelling, sale creating point 
of sale decal signs . . . specially crea- 
ted for store windows and window 
valances, fountains, back bars, cash- 
ier’s counters .. . everywhere people 


THE MEYERCORD Co. 
Unlds Lergest Decabeomania Manufacturers 


job better with permanent Meyercord 
decal signs. You'll get valuable hints on 
design and distribution. If you buy point 
of purchase material . . . if you seek to 
do even a better point of sale job... we 
want you to have this remarkable new 
presentation with our best wishes. Write 
for it today .. . but be sure to request it 
on your company letterhead, please. 


CHICAGO 44, ILLINOIS 


DEPT. M-207, 5323 WEST LAKE STREET 


Christmas Art .. . (left to right) John 
Shaw, sales vice-president of Inland Litho- 
graph, artist Norman Rockwell and Dave 
Grigsby, advertising manager of Zenith, in- 
spect a sample window showing the 1953 
Christmas display built around Mr. Rock- 
well's famous painting, ‘Sleeping Children.” 


Zenith Displays Feature 
Famed Rockwell Painting 


A giant reproduction of a famous 
Christmas painting by Norman 
Rockwell will serve as the focal 
point in Zenith Radio’s 1953 Christ- 
mas displays. The painting, “Sleep- 
ing Children,” will be used in win- 
dow displays throughout the country 
and “cutout” figures from the paint- 
ing will form designs for smaller 
spot and counter signs. 

An unusual feature of Zenith’s 
Christmas promotion is the fact that 
a full-color print of the painting 
suitable for framing will be given to 
every person visiting a Zenith dealer 
for a demonstration during the 
Christmas season. The paintings 
were lithographed by Inland Litho- 
graph Co. (Chicago). qq 


Airline Uses Goodstix 


Pan American airline is one of the 
latest companies to adopt transpar- 
ent acetate signs. The new airline 
signs show a Pan American flagship 
with the slogan, “Proven! On all 
6 Continents.” Produced by Goodren 
Products Corp. (New York), the 
Goodstix sign has two protective 
tapes along the sides. When the tapes 
are peeled off, the sign adheres to a 
glass door or window. Pan Amer- 
ican says that they have found that 
travel agencies like the new signs 
because they do not blot out light 
from windows. 44 
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Travel Agents Promote Time With Unusual 
Promotion Piece Which Doubles as Display 


It may, at first glance, seem a bit 
odd for travel agents to be promot- 
ing Time magazine, but a unique 
promotion piece has them doing just 
that. 

Called “Time for Travel,” the pro- 
motion features a pad of sheets con- 
taining travel tips. The tips tell 
where to stay and eat; what to do 
and buy. The first of several sim- 
ilar promotions Time planned for 
1953, for example, gives this infor- 
mation for Gulf Stream vacation 
spots — Bermuda, Cuba, Jamaica, 
Mexico, Nassau and Puerto Rico. 
The information was supplied by 
each country’s national tourist bu- 
reau. 

What makes the promotion piece 
particularly interesting is its un- 
usual format. The travel tip sheets 
are printed on a single side of light- 
weight yellow stock with black ink. 
The yellow and black color scheme 
is carried onto the folder for the 
pad, which is printed in the two 
pad colors on white bristol board. 


> The pad has the usual inexpensive 
cardboard backing and the cover is 
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attached to this. Simple die cuts and 
two score rules on a cover flap con- 
vert the piece into an effective dis- 
play. If the travel agent has no space 
for such a display, however, the flap 
lies flat along side the back of the 
pad for easy storage. 

When used as a display, the inside 
of the cover is made to stand up per- 


pendicularly. Copy promotes both 
Time and the travel agent: “Time 
for Travel Where Gulf Stream 
Breezes Blow . .. and you will find 
Time wherever you go... Pick up 
your copy of travel tips here .. . 
Make all reservations through your 
travel agent.” 44 


Display Case History 


Outlined in Brochure 


“How 700 Displays Snowballed to 
18,000” outlines the case history 
of a counter merchandising unit de- 
signed and built for Max Factor by 
Poster Products Inc. (Chicago). The 
folder also describes and illustrates 
Poster Products’ plant operations 
and services. 

The Max Factor counter merchan- 
diser was constructed of Masonite— 
over-all size, 24x17x 28”. It dis- 
played the complete line of Max 
Factor cosmetics. The unit was so 
successful that from an initial order 
or 700, reorders piled up to total 
more than 18,000 units sold. 

The folder includes several illus- 
trations of the Max Factor unit with 
a complete description of its con- 
struction, uses, etc. 


For your copy circle No. 1202 on the 
Reader's Service Card inside back cover 


Falpaco Quality helps 


to assure Maximum 


eye appeal 


Here is another letterpress printer who has standardized on 
FALPACO Coated Folding Display Board 
the Waters Company of Chicago reorders the board it knows 
from experience will produce better results 


Year after year 


Printed on FALPACO 8 ply coated folding display board 


single coated 2 six 


es for letterpress and gloss inks, this Dow 


Corning Corporation counter display is another excellent 
example of point-of-sale merchandising 


FALPACO has 


/] three spec ial 


coatings tor letterpress 


offset and screen process. Whatever the process, you will find 


here In One spot 
suit your particular purpose 


exactly the right FALPACO Coating t 


*Spectal making orders oni 


Distributed by Authorized Paper Merchants from Coast to Coast 


FALULAH 


Neu York Office—500 Fifth Ate 


PAPER 
COMPANY 


N.Y. 36¢ Malls: Fitchburg, Mass 





Mobile Supermarket 
Serves Army Posts 


Supermarkets are now on wheels! 

The Army has taken a lead from 
retail operations and developed a 
traveling post exchange which brings 
toilet articles, drugs, packaged food 
and candy and clothing items directly 
to anti-aircraft personnel attached to 
Fort Custer, Michigan. The mobile 
store boasts self-service shelves, a 
turnstile and check-out counter. 

The “store,” manufactured by the 
Calumet Coach Co. (Chicago) meas- 


ures 8 wide, 20’ long and 7’ high. 
Shelving made by S. A. Hirsh Mfg. 
Co. (Skokie, Ill.) prevents merchan- 
dise displacement as the store is 
traveling. The shelves are identical 
with those made by Hirsh for super- 
markets. 

Shopping is done as in any super- 
market, traffic moving through the 
front door, past a turnstile, then 
along the rows of shelves to a check- 
out counter at the rear. The design 
has already created interest among 
retail stores looking for new means 
to service isolated suburban com- 
munities. 


0(6%B00R0. | PANELS and FIXTURES 


help you solve your 
display problems economically 


‘‘Peg-Board”’ perforated 

panels are available 

Vg in. and '/, in. thick. 
Ae ee Reed) 
are onlin. 


rate h ae ey 








There is a 
‘“Peg-Board”’ 
hanging fixture 
cD ae oe keene RBZ 
any display 
problem 


ra **Peg-Board'’ is 

- the Reg. T.M. of 

B. B. Butler Mfg. 

Inc. Used 

Identify Its 
Products 


TIN. 


A few of over 60 
hanging fixtures 





shoe hooks dish easels 


We will be happy to work with you in solving your display problems. Call or 
write now for further information, prices and samples. 


Copyright 1953 by B. B. BUTLER MFG. CO., INC. 


3144 RANDOLPH STREET, 
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BELLWOOD, 


ILLINOITIS 
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Ss 
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Supermarket on Wheels . . . Super- 
market techniques have been applied to this 
post exchange on wheels being used to 
service anti-aircraft personnel attached to 
Fort Custer, near Battle Creek, Mich. 44 


Gale Dorothea Develops 
New Display Turntable 


A new turntable that can be oper- 
ated by remote control and used for 
showing product displays, display 
cards and other exhibits has been 
developed by Gale Dorothea Mech- 
anisms (Elmhurst, L. I., N.Y.). 

The turntable has a variable speed 
range of up to 20 rpm. The turn- 
table’s direction can be reversed at 
the flick of a switch. The unit has a 
1/15 H.P. motor and can carry a load 
of from one ounce to 200 pounds on 
an 18” disc. Units large enough to 
turn an automobile at variable 
speeds are also available. 

The turntable can be remote con- 
trolled from any distance. 44 


“You've done such good work for us 

during the past 12 months, we won't be 

needing another thing for the next two 
years!” 
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Company Designs New 
“Snap-On” Shelf Tag 


A new idea to spotlight merchan- 
dise at point of sale in supermarkets 
and self-service groceries has been 
developed by Plastic Fabricators 
Co. (San Francisco). The gimmick 
is the “Snap-On’”—a plastic shelf 
tag or streamer. 

Made of “Durashield” plastic, the 
new tags can contain colorful adver- 
tising designs and slogans. The tags 
are available in a number of shapes 
and sizes. Each tag literally “snaps 
on” the price ticket molding of the 
store shelf. Some of the tags hang 
out perpendicularly to the shelf like 
flags, while others hang. straight 
down. At the top of each tag or 
flag is a slot for the insertion of 
prices. 

A circular showing ten examples 
of the tags as used by a variety of 
advertisers has been issued by the 
company. The various features of 
the tags and how each is fastened 
on the shelf above—or below— 
the merchandise advertised are de- 
scribed and illustrated in the circular. 


y circle No. 1203 on the 
e Card inside back cover 


Life-Like . . . To create a more life-like 
and animated setting for promotion of its 
new Wondercart—for wheeling the portable 
Wonderbar refrigerette—Servel is offering 
dealers two displays. First display includes 
the life-size cut-out figures; one set of eight 
cardboard glasses; one lithographed display 
of snacks; one door panel sheet; one cut- 
out bottle, and one lithographed display of 
hors d'oeuvres. Second display consists of 
one door panel; one cut-out bottle and one 
lithographed display of hors d'oeuvres. 
Dealer price of first display is $4.25; second 
display price is $1.50. 


December, 1953 





Sales Promotion 
Merchandising 


Direct Advertising 3114 GRAND RIVER 
DETROIT 


TEmple 1-8117 


Member 
: POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 


ey CRC. Ae a 
of tomorrow’s color television—today 


MAJOR COMPANIES 
COAST TO COAST—CHOOSE 


FOR SALES MEETINGS 
and training; trade 
show and point-of-sale 
displays and demon- 
strations. 

Just plug in to show your 35MM slides that change automatically 
every 5 seconds! With all the visual impact of tomorrow's color tele- 
vision, Projectograph gives brilliant, colorful slide projection onto 
self-contained Polacoat screen. No need to darken room to show clear, 
sharp, attention-holding pictures from any angle. Remote start’n’stop 
control for operator. Convex cooled. Projectograph available in two 
sizes: 88 sq. in screen or 150 sq. in. screen — with, or without, synchro- 
nized sound on tape that gives audio as well as visual impact to “put 
your story across.” Visual models start at $169.50. Audio-visual models 
start at $395. Ask for free demonstration! 


Exclusive, light-weight aluminum Pic-Disk holds 
fourteen 35MM 2''x 2” slide mounts. As easily 
changed as a phonograph record. For cardboard 
or glass mounts. Matching 12-disk carrying case 
available at low cost. 


For details see your dealer or write: 


PROJECTOGRAPH CORP., 11 Church St., Oshkosh, Wisconsin 





You get craftsmanlike results from all Hamilton 
Papers because they are made with good press 
performance in mind. They are tested and inspected 
every step of the way and delivered to you in con- 
dition to run smoothly, lie flat and register accu- 
rately. Use pre-conditioned, surface-sized Hamilton 
Papers for success on every printing job, whether 
the process is letterpress, offset lithography, silk 
screen or gravure. 


* HAMILTON BUSINESS PAPERS HAMILTON TEXT & COVER PAPERS 


HAMILTON BOND HAMILTON 
HAMILTON BOND SCRIPT 
HAMILTON LEDGER 
HAMILTON MIMEO 
HAMILTON DUPLICATOR 
OLD TREATY BOND (rag content) Wiecsienacnn eatin 
MONTGOMERY BOND HAMILTON GAINSBOROUGH 
MONTGOMERY LEDGER HAMILTON WEYCROFT 
MONTGOMERY MIMEO 


CAROUSEL 
HAMILTON ANDORRA 
HAMILTON VICTORIAN 
HAMILTON LOUVAIN 


HAMILTON KILMORY 
HAMILTON OFFSET 
HAMILTON OPAQUE 
HAMILTON VELLUM 


W. C. HAMILTON & SONS 
MIQUON, PA. 


top co Offices in New York, Chicago, Los Angeles 


Fusings® 
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The 1953 card in Fort Dodge Laboratories’ birthday series is 


this simulated newspaper clipping, set by a local printer, then 
mounted on a French-fold sheet of Strathmore cover. 


2,000 
Birthday 
Cards 


A Year 


For seven years, Scott Barrett, president 
of Fort Dodge Laboratories, has been 
scoring a public relations success with a 
series of unique birthday cards sent to 
2,500 veterinarians. Each of the person- 
alized cards is sent to arrive on the 


recipient’s birthday. 


By J. L. Ruebel 
Advertising Manager 
Fort Dodge Laboratories Inc. 
Fort Dodge, Iowa 


On December 31, Dr. J. B. Collins, 
a veterinarian of 218 Island St., 
Chippewa Falls, Wis., will receive 
a card wishing him a happy birthday 
from Scott Barrett, president of 
Fort Dodge Laboratories Inc., pro- 
ducers of veterinary biologicals and 
pharmaceuticals (Fort Dodge, Ia.). 
It will mark the seventh straight year 
in which Dr. Collins’ birthday on 
January 1 has been remembered by 
Mr. Barrett. 


By December 31 some 2,500 veter- 
inarians throughout the country will 
have received greetings on their 1953 
birthdays from the Fort Dodge pres- 
ident. His personal list embraces 
those customers whose _ birthdays 
have been secured through detective 
work by the company’s traveling 
representatives. Do those remem- 
brances build good will? Just ask 
any Fort Dodge representative. 

The cards are not stock cards, but 
are of custom design and individually 
personalized, both as to name and 
birthdate. 


> For the first three years of “Op- 


eration Birthday,” 1947-49, the cards 
were illustrated with line drawings 
printed in gloss-black ink on enamel 
paper. Personalizing was done by a 
lettering artist, using a matching 
Speedball pen and India ink. Mr. 
Barrett signed each card personally. 

As the list grew in number, how- 
ever, a means was devised in 1950 to 
permit Mr. Barrett’s secretary to do 
the personalizing. The 1950 design 
carried on its first fold a miniature 
memo pad, the day of the month im- 
printed in red—a relatively simple 
matter of 31 press changes on the 
color run. The secretary, who writes 
a very small, legible hand, used her 


The '52 card utilized a miniature reproduction of the laboratories’ actual letterhead which was placed 
between two hands die cut from the card. The personalized body of the happy birthday letter was 
multigraphed and the signature was lithographed in blue ink. 
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regular fountain pen to inscribe the 
“memo.” The signature was printed 
in blue ink. 

In 1951 a “bulletin board” idea 
was used. The tiny slip tipped onto 
the board was tinted stock carrying 
thumbtacks printed from a zinc 
etching. Each “bulletin” was indi- 
vidually typed and affixed with rub- 
ber cement. 

In 1952, the mechanics of the card 
became more complicated, although 
here again it was simply a matter 
of typing the names and dates. The 
miniature letter was an exact repro- 
duction of the company’s letterhead 
(reduced to 134” width), printed 
offset in red and black. The body of 
the letter was multigraphed and Mr. 
Barrett’s signature lithographed in 
blue ink. The secretary matched the 
fill-ins precisely. 


> The 1953 card saw the line draw- 
ings, black ink, white enamel paper 
format abandoned in favor of a com- 
pletely mechanical device—an imi- 
tation newspaper clipping. Here, the 
job department of the Fort Dodge 
daily newspaper cooperated to pro- 
duce an unusual greeting. Using 
newsprint that had been run blank 
through the newspaper press, the 
“back” side was printed to look like 
part of the daily comic page, using 
stereos of a comic strip and a cross- 
word puzzle. The “job black” ink 
was grayed to approximate the light 
tone of newspaper printing. The 
“front” side of the sheet carries a fic- 
titious column describing Mr. Bar- 
rett’s fondness for birthday remem- 
brances and mentioning that Dr. 
Soandso’s birthday will occur on, 
say, next Tuesday. 

This column was set in the news- 
paper’s own body type (712 pt. Ex- 
celsior on an 8 pt. slug). A portion of 
the folio line appears above the col- 
umn and portions of the adjacent 
news stories appear on either side, 
separated by column rules. 
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41'S SEE. THAT OWE'S TOO FLOWERY 
THAT ONE'S SORT OF CORNY 
THAT ONE'S TOO OLD-FASHIONED ... 
AW! MERE'S THE ONE! 


The 2,500 individual names were 
set in the newspaper composing 
room and the more than 13 galleys 
of type furnished to the job shop. 
There a lucky lock-up printer and a 
platen press operator enjoyed about 
three days of monotonously “run- 
ning” one impression, unlocking the 
form, substituting another name 
slug and date slug, re-locking, run- 
ning one impression, and so on— 
2,500 times! 


> After printing, the sheets were 
die-cut, using a specially-made die 
(cost: $12) shaped to imitate the 
outline of a clipping that had been 
cut out with a scissors. The “saw- 
tooth edge” of a newspaper page 
added to the effect. 

In a major city the cost of such 
mechanics might well be prohibitive: 
but the total cost in Fort Dodge of 
the completed clippings was only 
4.5¢ each. 

The clipping was mounted on a 
French-fold sheet of Strathmore 
Cover (cornflower blue). Die-cut 
slots in the sheet permit two corners 
of the clipping to be tucked in for 
easy removal and inspection. Al- 
though such mounting meant sacri- 
ficing some of the “genuine look” of 
the clipping, it was felt that the vivid 
blue background would provide a 
lively frame and, with the matching 
envelope, brighten up the veteri- 
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‘Remember, the copy’s gotta be short! 
We're going to run it on the backs of the 
company baseball team’s jerseys."’ 


In 1950 the cards featured miniature memos with the numerals imprinted in red—the dates being 


changed to match each doctor's birthday. The message on the memo pad was hand written with a 
regular pen and blue ink by one of the company’s secretaries. 


AND ALL OF THE FOLKS 
AT FORT DODGE 


narian’s birthday mail. (Paper is 
part of the picture, Mr. Strathmore!) 


> What’s coming for 1954? That card 
is only now in production and not 
ready to be previewed. But, any 
curious PM among AR’s readers may 
receive one on his own natal an- 
niversary next year by simply send- 
ing his name, address and birthdate 
to Scott Barrett at Fort Dodge, Ia. 
No obligation. No salesman will call. 
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Warren Gives Production 
Course in Sales Catalog 


A short course in production of 
sales catalogs is contained in a new 
100-page book published by S. D. 
Warren Co. (Boston). The book, 
“The Sales Catalog,” is number four 
in a series of manuals on managing 
a business with the help of printing. 

Warren’s new book covers the 
production of a sales catalog from 
the original plan to distribution. It 
covers such subjects as under- 
standing the complete function of 
a catalog, how to present complete 
information, indexing, research, de- 
termining the format, planning the 
layout, use of color, binding, dis- 
tribution, promotion and selecting 
the printer and the paper. 

Over 200 illustrations are included 
in the manual, most of them show- 
ing catalog ideas developed by lead- 
ing firms. 


> A particularly helpful feature of 
the book is a section on binding the 
catalog. It lists 14 points to be con- 
sidered before the type of binding 
can be determined: 

1. Size of catalog page. 

2. Weight of paper and number of 
pages. 

3. Kind and number of loose index 
sheets (tabbed, plain, etc.). 

4. “Step” indexing tabs on the cata- 
log pages themselves. 
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e Sone triple combination pumping engine, built by Ameri- 


can La France, is the standard of excellence in modern fire- 
fighting equipment. 


Wore The Macmillan Company, world’s largest 
general book publishers, decided to publish Alwin E. 
Bulau’s engrossing history of the fire mark. *Foot- 
prints of Assurance”, for the Home Insurance Co., 
they chose C1co-FLEx by Champion-International 
as best suited to faithful reproduction of the hand 
colored engravings and the 1800 black and white 
halftones in this important work. 


Lhe aS, tandard of 
Crcellence 


IN COATED PAPERS 


One of the first requirements for good 
printability of halftones and color 
plates is a paper of uniform brilliance, 
whiteness and opacity. You get all 
these plus a responsive affinity for 
inks when you specify coated paper by 
Champion-International of Lawrence, 
Massachusetts — the standard of excel- 
lence. It identifies you as a man who 


knows paper. 


Quality Coated Papers by Champion-International: 
CICO-GLOSS 


CICO-GRAPH CICO-FOLD > CICO-PRESS 


CICO-LITH 
CICO-FLEX CICO-BRITE ee CICO-PRINT 


CICO-OFFSET 


CHANIPION-INTERNATIONAL CO. 
of Suerence, Wedassachusell 


Manufacturers of Quality Coated Papers 


This advertisement is printed Letterpress on Cico-Flex — 80 Ib. blue white. 





LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 
Vancouver Coast Paper Company 

J. G. Fraser, Ltd. 

George C. Henderson Company 

Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 

Kruger Paper Company, Ltd. 


Winnipeg 
Montreal 
Quebec 
HAWAII 
Honolulu 


WASHINGTON 


Bader's Display House 
Zellerbach Paper Company 
Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
Carpenter Paper Company 
SOUTH DAKOTA John Leslie Paper Company 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 
Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 
Joseph E. Podgor Company 
Cappy & Company 
Zellerbach Paper Company 


Carpenter Paper Company 


Pittsburgh 
OREGON 
OKLAHOMA 
OHIO 

Cincinnati Whitaker Paper Company 
Jay Products Company 
Cincinnati Cordage & Paper Co. 
Bert L. Daily, Inc. 

Alling and Cory Company 
John Leslie Paper Company 


Dayton 
Cleveland 
NORTH DAKOTA 
NORTH CAROLINA 
Charlotte 
Raleigh 
NEW YORK 
New York City Eagle Supply Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 


Charlotte Paper Company 
Raleigh Paper Company 


NEW MEXICO 
NEW JERSEY 
Newark J. B. Card and Paper Company 
Charles Jessup Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


NEVADA 


NEBRASKA 
MONTANA 


MISSOURI 
Kansas City Bermingham & Prosser Company 

Carpenter Paper Company 

Bermingham & Prosser Company 

Tobey Fine Papers, Inc. 

Carpenter Paper Company 

John Leslie Paper Company 


St. Louis 
MINNESOTA 


MICHIGAN 


Detroit Butler Paper Company 


LaSalle Sign & Artist Supply Co. 


Lewis Artist Supply 

Flint Flint Paint & Varnish Company 

Grand Rapids Quimby-Walstrom Paper Co 
MASSACHUSETTS 

Boston Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Paper House of New England 
Storrs & Bement Company 
IOWA Carpenter Paper Company 
INDIANA 

Indianapolis 


Springfield 
Worcester 


Century Paper Company 


C. P. Lesh Paper Company 
ILLINOIS 
Chicago Chicago Paper Company 
Swigart Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


Macon Paper Company 

Savannah Atlantic Paper Company 
FLORIDA 

Jacksonville Jacksonville Paper Company 

Miami Everglade Paper Company 

Orlando Central Paper Company 

Tallahassee Capital Paper Company 

Tampa Tampa Paper Company 
WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 

Hartford Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Hoven 
COLORADO 
CALIFORNIA 
ARIZONA 


ALABAMA 


Mobile Partin Paper Company 


RADIANT COLOR CO. 


Dept. R12 830 Isabella St. © Oakland 7, Calif 


Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards + Signcloth « Brushing 
and Spraying Colors « Silk Screen Colors 


* Trademark reg. 


5. Possibility of adding additional 

‘atalog sheets from time to time af- 

ter publication of the catalog. 

6. How and where the catalog is 

filed—and used. 

7. Necessity for identifying the 

catalog on the “backbone” of the 

cover. 

8. Necessity for substantial covers 

for longer life. 

9. Necessity for having the catalog 

open flat and stay open. 

10. Probability of catalog being in- 

cluded with distributors’ and job- 

bers’ general catalogs and necessity 

for punching to fit their binders. 

11. Mailing requirements and post- 

age expense (if catalog is mailed). 

12. Suitable binding for salesmen’s 

use of catalog. 

13. What type of shipping container 

or envelope is available and eco- 

nomical. 

14. Industrial or professional stand- 

ards (if any) that influence binding. 
The section also shows 13 different 

types of bindings generally used for 

sales catalogs. 


For your copy circle No 1225 on the 
Readers Service Card inside back cover 


Neenah Prints Booklet 
Showing Thin Papers 


Samples of the different weights 
and colors of Neenah Paper Co.'s 
new line of onionskin papers are 
contained in a handy new booklet, 
“Three Keys to Selection and Use 
of Neenah Thin Papers.” 

The booklet was printed on onion- 
skin, using a number of different 
colors and effects, and is being dis- 
tributed by Neenah to encourage the 
wider use of onionskin. Suggested 
in the booklet are several uses for 
the thin papers (in addition to the 
usual use as a space saver in filing 
cabinets), such as for legal and busi- 
ness reference papers, executive air- 
mail stationery, multi-page docu- 
ments and carbons. The new onion- 
skin line is made with 25°% cotton 
fibers. Although the booklet con- 
tains 22 onionskin pages, illustrating 
the entire line, it is as thin as a dime. 

Four different colors of the stocks 
are included in the sample booklet. 
The booklet also suggests that com- 
panies assign a different color to 
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each of their departments to help 
avoid the misfiling of onionskin car- 
bon copies. 

The booklet is indexed using three 
different color blocks to divide the 
three main varieties of onionskin 
available—Old Council, Success and 
Neenah. Weights and uses for each 
type are suggested. Additional sam- 
ples of each type and color are in- 
cluded in the back of the booklet 
for admen to test for printing quali- 
ties. 


For your copy circle No. 1226 on the 
Reader's Service Card inside back cover 


Hints on Paper Buying 


Featured in New Book 


“How to Order Paper Properly,” 
book number two in a series of help- 
ful manuals on printing, has been 
published by Henry Lindenmeyr & 
Sons (New York). The 56-page 
booklet is probably the most helpful 
single booklet on paper buying avail- 
able to admen. 

Written by Charles V. Morris, the 
booklet contains much of the mate- 
rial included in AR’s recent series, 
“A Guide for Paper Buyers,” por- 
tions of which were authored by 
Mr. Morris. 

The booklet covers just about 
every basie paper buying factor. Also 
included are a number of charts giv- 
ing reference details on all types of 
printing paper. 


For your copy circle No. 1227 on the 
Reader's Service Card inside back cc 


Paper Company Produces 
Handy Envelope Catalog 


A handy manual presenting a com- 
plete listing of its types, shapes, and 
sizes of envelopes has been issued by 


Old Colony Envelope Co. (West- 
field, Mass.). The envelopes are 
listed and classified according to the 
various dies available. 

These envelopes, ranging from 156 
x3” to 1142x141!” in size have been 
arranged in the manual according 
to their smallest dimension. Window 
dies are reproduced to scale. Cutting 
ranges, machine run sizes and style 
data are given for each envelope. 
Supplementary Old Colony services 
and facilities such as hand folding, 
bordering, embossing, tissue-lining 
and printing are also described. 

The first edition of this manual 
was printed in 1948. This new edition, 
revised and brought up to date, 
should prove a_ useful 
manual for admen. 


reference 
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Letterheads of the Year . . . Gilbert 
Paper Co. has just published this sampler 
showing this year's winners in the company's 
letterhead competition. 


Gilbert Issues Prize 
Letterheads Brochure 


Sixteen prize winning letterheads 
are featured in a new brochure 
issued by Gilbert Paper Co. (Me- 
nasha, Wis.). Selected from entries 
in a continuing letterhead design 
contest sponsored by the company, 
each winner is an actual company 
letterhead. 

The panel of judges which selected 
the letterheads included Harper 
Richards, head of Harper Richards, 
design firm; Park Phipps, head of 
the department of advertising and 
printing, The Art Institute of Chi- 
cago; and Everett McNear, nation- 
ally-known artist and advertising 
art designer. 

The brochure also includes a de- 
sign analysis and identification of 
the typefaces used in each letter- 
press-printed letterhead. Of special 
interest, is the checklist of good let- 
terhead design contained in the 
“Printed Letterheads of the Year” 
booklet. 


For your copy circle No. 1229 on the 
Reader's Service Card inside back cover 


New Velva-Glo Portfolio 
Contains Label Samples 


To demonstrate the effectiveness 
of labels printed on Velva-Glo “40” 
fluorescent papers, Radiant Color 
Co. (Oakland, Cal.) is offering a 
portfolio containing nine varied 
samples of labels in different colors. 

Velva-Glo “40” paper is a light- 
weight, fluorescent paper especially 
designed for box covers, labels, gift 
wraps, greeting cards and direct 
mail pieces. It is available in sheets 
or rolls; in blue, cerise, chartreuse, 
red, orange-yellow, orange-red, 
green and orange. Designs can be 
printed in one, two or more colors 
on the paper by letterpress, offset, 
silk screen or gravure. 


For your copy circle No. 1230 on the 
Reader's Service Card inside back cover 
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Prominent Users of Strathmore Letterhead Papers: No. 108 of a Series 


Handie Talkie unit 
invented by Motorola 
during wartime 

has been adapted to 
commercial use. 


Motorola Gre. 


454) W. AUGUSTA BLVD. 


CHICAGO 


QUALITY transmits 


an important message I 


Although many people know that Motorola, Inc., is the world’s largest 
independent manufacturer of auto radios, and quite a few know it as 
one of the world’s four largest television companies, only a few know 
that Motorola makes more mobile two-way radio communication 


equipment than all its competitors combined. 


Progressive companies, such as Motorola, which is now celebrating 
“A Quarter Century of Electronics Progress,” understand the need for 
quality in every phase of their business .. . use it as a basic principle in 
all their planning. It is with an understanding of the subtle impression 
of quality a letterhead can make that they select a Strathmore Letter- 


head Paper to do the job for them. 


Transmit your message with the maximum impression of quality. Ask 
your supplier to show you how your letterhead design will reproduce 


on Strathmore. You'll see how you can send quality with your message! 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 


Bond. Alexandra Brilliant, Bay Path Bond, Strathmore # riting, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS OF FINE PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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“Fine display, Mr. Sneedby. 
But ... which knob opens 
the door?” 


i you sell 


to buyers of advertising 


supplies, services, 


Getting in consistently to the buyers that 
mean business to you isn't simply a matter 
of trying all the doorknobs. You can’t 


spread your salesmen, nor your ad budget, 
that thin. 


The secret, of course, is to reach and inter- 
est the right men in the right places. That's 
where Advertising Requirements comes in. 
AR's hand-picked-for-buying-power audi- 
ence gives you coverage of: 


1. Production-Promotion-Merchandis- 
ing men in all firms spending 
$25,000 or more annually for adver- 
tising 
Art and production managers in 
all recognized agencies 


All important media promotion 
managers 


materials and 


equipment, 


you probably 
wonder occasionally about the right knob to open the door— 


to get in. 


These are the people who control the bulk 
of advertising’s $3 Billion production-pro- 
motion-merchandising budget. They read 
AR avidly because it makes sense to them 
in their jobs—and they respond actively to 
the sales messages of AR’s advertisers. 
We'd like to show you how it’s done and 


what it has done for other suppliers. Just 
ask us. 


Co. ising 


Requirements 


Published by the publishers of 
Advertising Age and Industrial Marketing 


200 E. ILLINOIS ST. . CHICAGO 11, ILL. 
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By Larry Franklin 
AR Associate Editor 


Manufacturing a new product is 
one thing. Arousing enthusiasm in 
the new product and getting it into 
the dealer’s hands is quite another 
matter. Speed Products Co. Ine. 
(Long Island City, N. Y.), manufac- 
turer of Swingline staplers and 
staples, not only introduced its new 
Swingline 77 stapler with a bang, 
but had the dealers going out of 
their way to get it. The reason—one 
of the cleverest and most successful 
pre-convention and follow-up pro- 
motions ever used to introduce such 
a product. 

The new Swingline 77 stapler is in 
itself unique. It has a “4-in-1” fea- 
ture which enables it to be used as 
a regular desk stapler, a portable 
hand plier-type stapler, or a tacker 
and in addition, has a built-in com- 
partment which holds a _ reservoir 
of 500 extra staples. The stapling 
portion of the Swingline 77 easily 
slips out of the base for use as a 
hand plier and this same operation 
reveals the storage compartment in 
the base which contains the addi- 
tional staples. The stapler becomes 
a tacker by simply swinging back 
the top portion. 

The entire theme of the Swingline 
promotion took its cue from the 
storage compartment for extra 
staples which the company called 
a “kangaroo pouch.” From the 
company’s advertising department 
emerged a die-cut kangaroo intro- 
duction mailer, a stuffed toy kanga- 
roo, promotion flyers and a pop-out 
kangaroo display package. The 
“pouch” idea was a natural for in- 
serting literature and emphasizing 
the “4-in-1” operation of the stapler. 
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December, 


steals the show 


> First step in introducing the 
Swingline 77 stapler was a pre-con- 
vention mailer to 8,000 Swingline 
dealers. So ingenious was the mailer 
and its subsequent offer that the 
company received a_ response of 
60%, a return of 4,700 on a mailing 
of 8,000. The mailer was a 10” high 
die-cut cardboard kangaroo. A slit 
was cut in the cartooned kangaroo 
to represent its pouch. Into this was 
inserted a folded and _ perforated 
card which doubled as a coupon and 
a business reply card. 

The heading on the card read: 
“Present this card at the Swingline 
booth!” Underneath was printed the 
place and date of the convention and 
the company’s booth number. The 
offer on the card was that the deal- 
er, by filling in and returning the 
reply card, would receive a “won- 
derful free gift” and a preview of 
the “Kangaroo” stapler. 

The dealer 
two ways: 

1. By presenting his half of the card 
at the convention booth. 

2. By having it mailed to him be- 
cause he could not attend the con- 
vention. 

The dealer indicated which way 
he wanted to receive the free gift by 
checking a proper space on the re- 
turn postcard and filling in his name 
and address. What the dealer actual- 


received his gift in 


a kangaroo 










ly got both surprised and delighted 
him. He received: 


e A plush, stuffed kangaroo doll ap- 
proximately 12” tall. The kangaroo 
had a big pouch on the front of 
which was attached a banner read- 
ing “Swingline 77 Kangaroo.” 


a 


e A new Swingline 77 stapler per- 
sonally engraved with the dealer’s 





Swingline Gifts . . 
with a personalized Swingline 77 stapler in 
its pouch was mailed or presented at Chica- 
go convention to previously selected dealers. 


. This plush kangaroo 


SHOWS & EXHIBITS 

























































































































































































name. The stapler was inserted into 
the kangaroo’s pouch along with a 
scroll which read: “The most versa- 
tile stapler ever designed for only 
$2.50.” 


> One of the primary purposes be- 
hind the Swingline promotion was 
to increase attendance of customers 
and potential customers at its con- 
vention booth. This same problem 
has plagued many companies which 
try to solve it by erecting spectacu- 
lar displays. The Swingline display 
at the convention was far from pre- 
tentious. A single booth was used. 
A large display board with the com- 
pany sign and logo acted as a back- 
ground. Shelves on the board held 
different staplers and related com- 
pany products. The stuffed kanga- 
roos and the new stapler were ar- 
rayed around the booth. Lower 
shelves and tables rounded out the 
exhibit. 

But the Swingline booth was 
mobbed. The company had succeed- 
ed, through its clever pre-conven- 
tion mailer, in guaranteeing a large 
attendance at its booth, without go- 
ing to costly display expense. Deal- 
ers who had mailed in the return 
postcard went straight to the Swing- 
line booth to receive their free gift. 
Curious dealers who heard about 
the Swingline gift also went over. 
The kangaroos and the personalized 
staplers were themselves attention- 
arousing and discussion pieces. 

As dealers came into the booth, 
Swingline representatives gave them 
their free gifts and explained about 
the “kangaroo pouch” theme and the 
“4-in-1” operation of the new sta- 
pler. Other dealers who were not in 
on the original Swingline mailing 
also learned about the new stapler. 
A later mailing of the kangaroo and 
personalized stapler to these dealers 
made many new and enthusiastic 
customers. 


> From its promotion, both for the 
convention and on an over-all basis, 
Swingline easily accomplished the 
following: 

1. Guaranteed a big attendance at 
the Swingline convention booth. 

2. Made the booth one of the most 
popular at the convention. Both old 
and new customers went out of their 
way to get there. 

3. Enabled the company to save 
money on a costly display. 

4. Added many new and enthusi- 
astic dealers who later received the 
free gift. 

5. Gave Swingline salesmen a per- 
fect tie-in for their sales story at 
the convention. 

6. The new stapler was put directly 
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Two-Way Display .. . Clever package 
is both shipping carton and display. Pop 
out kangaroo accents '‘4-in-1" theme. 


in the hands of 60% of the Swing- 
line dealers almost at once. New 
customers also received it soon after. 
7. Warmed the dealers to the new 
product and obtained their whole- 
hearted selling support. 

8. Emphasized through its promo- 
tional material the construction and 
versatility of the Swingline 77 with 
the “4-in-1” usage including the 
“kangaroo pouch” containing 500 
extra staples. 

9. The whole introduction of the 
new stapler got off to a flying start. 


> Following the ingenuity and 
theme of the kangaroo promotion, 
Swingline designed a clever display 
package. The package doubles as a 
shipping carton for each stapler and 
as a display. As a shipping carton, 
the display portion folds up as one 
side of the box. The stapler, shipped 
in the box, is taken out and placed 
on top of the box when used as a 
display. The display section is set up 
by simply opening the side flaps. A 
small die-cut kangaroo pops up and 
is positioned so as to sit on top of 
the stapler. A small die-cut pointer 
pops up from the base portion of the 
box and stands directly in front of 
the stapler. The display, which 
forms a background for the stapler, 
is held in position by the kangaroo 
resting on the stapler. 

The small kangaroo carries out 
the “4-in-1” theme by having four 
baby kangaroos in its pouch. The 
“4-in-1” theme is also listed on the 
background part of the display and 
by descriptive material printed 
around the sides of the box. Also de- 
scribed and illustrated on the box 
are Swingline 77 chisel-point staples. 


>» Also produced by the company 
for the Swingline 77 promotion were 


two sales promotion sheets. Both 
promote the “4-in-1” theme and de- 
scribe and illustrate the four uses of 
the stapler. One of the sheets is de- 
signed as a catalog introductory 
piece and gives the price of the new 
stapler. The other one gives more 
details and describes the operation 
and specifications of the stapler. 
This sheet also describes Swingline 
77 staples. 

Dealers are encouraging the com- 
pany to offer the kangaroo with the 
stapler in its pouch as a Christmas 
gift item to sell for $3.95. As a test, 
Swingline is going to set up a dis- 
play in a large New York stationery 
store. Display plans include an 8 
stuffed kangaroo with baby kanga- 
roos in its pouch as a window traffic 
stopper. The “hop, skip, or jump” 
words, which were also printed on 
the pre-convention mailer to make 
people read the inserted card, will 
be reused to read: “Hop, skip or 
jump, but be sure to do your Christ- 
mas shopping early.” 


> The basic ideas of the Swingline 
promotion may be broken down to 
apply to almost any promotion of a 
product: 

1. Establish a theme for the prod- 
uct which emphasizes its features. 
2. Get a useful or enjoyable item 
which ties in with the theme and 
also with the features of the prod- 
uct. 

3. Arrange to personalize the prod- 
uct or, if this cannot be done, to 
personalize the gift item. 

4. Send out pre-convention an- 
nouncements carrying out the theme 
with a clever drawing or die-cut 
piece and offering a free gift and 
preview of the product at the con- 
vention. 

5. Set up an exhibit to tie-in with 
the promotion theme. 

6. Give the gifts at a convention 
and send them through the mail to 
dealers who won’t be present. 

7. Arrange to give new customers 
at the convention the same free gift 
and personalized item given the 
others. 

8. Follow through with the theme 
in sales literature, displays and 
other advertising. 44 


News Representatives 
Attend Eyewear Show 


More than 100 top opinion-mold- 


ing editors, radio and_ television 
commentators and newsreel repre- 
sentatives attended a unique drama- 
tization presented by Bausch & Lomb 
Optical Co. Based on the theme, 
“one pair of glasses is not enough,” 
the show was part of a long-range 
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publicity program to emphasize the 
functional aspects of different types 
of lenses for different visual tasks, 
the fact that glasses can be attractive, 
and the cosmetic eyewear needs of 
patients. 

The presentation consisted of a 
comprehensive kit of pertinent lit- 
erature, culmination of a nation- 
wide contest to select the most beau- 
tiful model who wears glasses, and 
a dramatization portion including 
movies and live skits. 

The kit contained stories, pictures 
and information on such subjects as 
fashion and beauty, industrial eye- 
wear and men’s eyewear fashions, 
all designed to stress the need for 
more than one pair of glasses. Nancy 
Ann Miller of Mt. Prospect, Ill. was 
crowned “Miss Specs Appeal of 
1953.” The dramatization portion 
utilized professional actors, colored 
movies and slides, and presented a 
mixture of drama and serious discus- 
sion of eye care, with humor inter- 
spersed to pace the production. 

From a publicity standpoint, most 
of the 100 representatives who at- 
tended the show were convinced 
that glasses can enhance the beauty 
of women, that the public should be- 
come aware of the different func- 
tions of eyewear, and that the con- 
test and the show would have an 
effect on the public by making peo- 
ple aware of visual problems and the 
need for eye care. 44 


Sales-Mobile Rolls 


Goods To Customers 


Horn & Cox, West Coast electrical 
merchandise distributor, has leased 
a 35’ trailer and truck which it 
calls a “sales-mobile.” The trailer is 
used to bring a complete, representa- 
tive line of the merchandise handled 
by Horn & Cox to the door of its 
customers. 

The trailer, fitted inside as a mo- 
bile showroom, will stop at nearly 
every city of 2,000 or more in South- 
ern California, distribution circuit 
of the wholesaler. Coordinated ap- 
pointments are made with Horn & 
Cox salesmen in different territories 
for use of the trailer and truck. Upon 
arrival, the “sales-mobile” is parked 
on the street or in a lot and the 
customer is invited to look over the 
merchandise. 

According to John Paley, Horn & 
Cox sales promotion manager, the 
program has a two-pronged result: 
“Either we open a new dealer, or we 
bring our veteran, franchised dealers 
up to date on the latest merchandis- 
ing techniques and new lines.” Some 
of the cost of the “sales-mobile” is 
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PACIFIC 
MERCURY 


TELEVISION 


Rolling Merchandise .. . This 35’ trailer 
has been leased by Horn & Cox, West Coast 
electrical merchandise distributor, to bring 
a complete, representative line of its mer- 
chandise to the door of its customers. Big- 
ticket items carried in the trailer are for 
display purposes only, but there is enough 
room to carry a complete stock of electric 
housewares from which dealers can replen- 
ish their stock. An electric generator under 
the trailer lends power for demonstrating 
major appliances and TV sets. The ‘'sales- 
mobile’ is brightly painted yellow, red and 
white. 


being absorved by cooperating man- 
ufacturers. 


» While all the big-ticket items are 
for display purposes only, a com- 
plete stock of electric housewares is 
maintained in the front of the trailer 
from which merchants can replenish 
their stocks. All major appliances and 
television sets can be demonstrated 
with power supplied from a self- 
contained electric generator under 
the trailer. 

The outside of the trailer is bright- 
ly painted in yellow, red and white. 
The brand names of all lines handled 
are emblazened in large letters on 
the sides. At the front, a sign reads 
“Here Comes Horn & Cox Inc.” while 
at the back another sign says “You 
Are Following Horn & Cox Inc., 
Wholesale Distributors.” q4 


Wisconsin Products . More than 
1,800,000 fans who attended the home 
games of the Milwaukee Braves at County 
Stadium had occasion to see this unique 
three dimensional sign set up in the stadium 
by Master Lock Co. (Milwaukee). Here Andy 
Patko, Wisconsin-born Brave outfielder, com- 
pares an actual Master padlock with a 25” 
high laminated display model of the lock. 
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“‘Dunked’”’ Suit Display . . . This is one of the ever changing displays at the year- 
round Du Pont boardwalk exhibit in Atlantic City. Witty Bros., Princeton Mills and Du Pont 
combined efforts in creating this display. It features the fact that actors in two Broadway 
plays wearing suits made of Dacron, a fiber manufactured by Du Pont, get soaking wet 
without wrinkling or staining the suits. The background is a blownup picture of Atlantic City. 


Du Pont Exhibit Shows 
“Dunked” Suit Display 


In 34 years of continuous opera- 
tion, Du Pont has counted 18,900,000 
visitors at its year-round boardwalk 
exhibit in Atlantic City. The exhibit 
is maintained to acquaint the public 
with what Du Pont makes and to 
show applications of its products to 
what other manufacturers make. 

One of the more interesting fea- 
tures of this year’s exhibit is the 
Witty-Dacron display, which shows 
the application of Dacron, a fiber 
made by Du Pont, in the making of 
men’s suits. Three companies, Witty 
Bros. (New York), Princeton Mills 
and Du Pont, combined efforts in 
creating the display, which publicizes 
the fact that actors in two different 
Broadway plays, wearing Dacron 
suits, get soaked while the suits re- 
mained unwrinkled and unstained. 

Included in the display is a man- 
nequin wearing a Witty-Dacron suit, 
two small placards which state 
that the material was supplied by 
Princeton Mills and the suit tailored 
by Witty, and larger display cards 
showing scenes from the Broadway 
plays with appropriate descriptions 
attached. A huge, replica blowup of 
the back of a postcard reads, “Won- 
derful Town . . . Wish You Were 
Here ... Du Pont polyester fiber is 
a star performer in these Broadway 
hits where washability and long 
wear are essential.” 


In the play, “Wish You Were 


Here,” Paul Valentine, wearing a 
Witty-Dacron suit, is dunked in a 
pool once nightly and twice on mat- 
inee days. In “Wonderful Town,” 
Chris Alexander has a bottle of red 
wine poured over his white Dacron 
suit. The Witty-Dacron display was 
installed June 4 and Du Pont attend- 
ance figures for one month, June 4 
to July 4, totaled 145,997 visitors. 44 


Dancing Giri . . . Miss Luz Martin, of the 
Philippine Islands, was part of a ‘South 
Sea’ atmosphere created by Smith, Hagel 
& Snyder agency (New York), for a press 
party for its client, Carlebach Gallery (New 
York). The party was held to attract atten- 
tion to the gallery's collection of South 
Pacific ethnic art. Colorfully-costumed en- 
tertainers danced, sang, played native in- 
struments and presented talks on customs 
and music of the South Pacific Islands. 
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ART & PHOTOGRAPHY 


4 Solution . . . Designing a simple black- 
board and setting it above two regular art 
file cabinets solved a production headache 
for Saunders, Shrout & Associates, Chicago 
agency. 


Production Board Solves 
Ageney Deadline Problems 


By Hans W. Bluethe 
Saunders, Shrout & Associates Inc. 
Chicago 


The all important deadline is the 
ever-present Damocles sword that 
hangs above the agency production 
manager’s head. The job of coor- 
dinating the available man hours to 
satisfy clients and meet publication 
deadlines becomes more difficult 
when a sudden increase of work load 
has to be anticipated. 

This was the case when Saunders, 
Shrout & Associates Inc., Chicago 
ad agency, recently moved into new 
offices at 333 N. Michigan Ave. This 


agency was the _ re-organizational 
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A Chicago agency has developed a unique 


production control board which gives 


at-a-glance information on job progress. 


outgrowth of a much smaller opera- 
tion. It was to provide increased 
services, and had doubled its floor 
space and personnel almost over- 
night. 

The most important task was to 
create a system that would be simple 
and workable, ease the growing pains 
resulting from fast-increasing work 
loads, free copy and art departments 
from detail work, and operate 
smoothly with the least necessary 
supervision. 


>A thorough investigation of exist- 
ing production control systems 
showed that these were either too 
complicated or too costly to admin- 


ister. The final answer was the de- 
sign of a simple blackboard. It was 
built by a local display house, is 91” 
wide and rests on top of two regular 
art file cabinets. The board is 45” 
high and slants in a 12° angle to 
eliminate glare and provide a stor- 
age space in the rear. 

The production board is divided 
into 30 vertical sections separated by 
red lines which represent individual 
jobs, and 24 white horizontal lines 
indicating working days of the cur- 
rent month with a double line for 
each week. 


>The top horizontal row shows the 
individual client job number and the 
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~ SCHEDULE 
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DESCRIPTION 


SAUNDERS, SHROUT & ASSOCIATES, INC. 
PRODUCTION CONTROL SHEET 
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Tie-in Sheet... 


center vertical column, the date. 

Once a week the board is “loaded” 
from job file cabinets. The vertical 
board sections run into a file shelf 
—17” deep and 11” high—which 
holds the complete job envelopes. 
Entries are made with blackboard 
chalk using a simple system of 
symbols: 

L...Layout 

LC.. . Layout at client 

T...Type being set 

A...At artist 

RE... At retoucher 

PH...At photographer 

P...Paste-up 

PC... Paste-up at client 


TYPE BEING re 
AT LETTERSHOP @ E 


A special production control sheet for each client 
was designed by Saunders, Shrout to tie in with its new production 


FLECTROTYPER @ PR aT 


LS... At lettershop 
E...At engraver 
EL... At electrotyper 
PR...At printer 
> Here is how a typical column on the 
board looks: 
Job No. 4512-0 
June 2 L (Layout completed) 
4 LC (Layout sent to 
client) 
5 Rev./LC (Revised layout 
sent to client) 
A (Artist for final art- 
work) 
T (Type being set) 
P/E (Paste-up prepared 
and sent to engraver) 


| Handy Board 

4 takes up little space yet 
it is handy and easily 
accessible to everyone 
in the agency. 


AT PHOTOGS@APHER 
PRINTER 


blackboard. Entries on the blackboard are also noted and kept up 
to date on the production sheets. 


Special and rush job deadlines are 
indicated by red chalk crosses. 


> This system provides a visual pic- 
ture of job progress to all members 
of the agency, enables them to an- 
swer client inquiries quickly, and 
serves as job expeditor. It takes only 
minutes to maintain this type of 
board. 

We have also designed a special 
production control sheet for each 
client that ties in with the board. 
The new production system works, 
is being kept up-to-date and is in- 
strumental in assisting all depart- 
ments of our growing agency to keep 
in step with the increased work load. 

44 


Describes Copy Machine 


A new copying machine that can 
be used for copying correspondence, 
duplicating records, making extra 
copies of orders and invoices, repro- 
ducing newspaper and magazine arti- 
cles, charts and drawings is described 
and illustrated in a folder issued by 
Minnesota Mining & Mfg. Co. (St. 
Paul). According to the company, 
the machine, called the “Thermo- 
Fax,” produces copies in less than 
15 seconds. The unit copies trans- 
parent or opaque material, two-sided 
originals and uses any color or style 
stock. The machine is compact and 


contains a handy storage unit. 


For your copy circle No. 1204 on the 
Reader's Service Card inside back cover 
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HI-QUALITY! LOW PRICES! 

WRITE FOR NEW PRICE LIST. Ad-Color can’t 

be beat for price or quality in quantities 
from 1 to 2000. True, permanent color with 
DISPLAY a rich, photographic quality. Our own dye 
RAN. process gives us unmatched color control. 
T SPARENCIES We can correct your transparency. Approval 
AND proofs submitted. Satisfaction, fast service 
guaranteed. Ad-Color value proven by na- 

COLOR tional firms. (One Ad-Color Display Trans- 
PRINTS parency increased sales as much as 350%!) 

Our prices are eye-openers—WRITE TODAY. 

Oe eh er me es ee Ir | 


Write now for your FREE sample "Clip 
Book of Ready-to-Use Art'’ and new Hand- 
Lettering on Acetate. Also details on $10 
kit of stock art freel Cuts paste-up time 
and costs in half. No obligation. Send for 
yours today. 


HARRY VOLK JR. ART STUDIO 


_ 800 Central Building, Atlantic City, N. J. 


Cee cee ee EE EE SE SS a ee 





write for informative 
folder on how te cut costs 
with preseparated artwerk 


port studios 


COMMERCIAL ARTISTS 
327 W. HURON ST., CHICAGO 10 
Phone SU perior 7-0595 


suburban and city coverage 


8x10 
GLOSSY PRINTS 
1M 65.00— 500 37.50 
eee ete) 
Rey La 
Cor Me 217) 
On reguest 


MAJOR 


PHOTO CO. 

1210 N. CLARK ST. 

CHICAGO 10, ILL. 
Michigan 2-5651 


PHOTO--REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to ob- 
tain on-location photos, reports and releases 
for advertising, editorial and research purposes. 
For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Nework 2, N. J. 
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New Photocopier Unit 
Introduced by Cormac 


A new office photocopier is being 
marketed by Cormac Industries 
(New York). The company reports 
that the new machine will turn out 
exact facsimilies of any written, 
printed, drawn, typed or photo- 
graphed material in 19 seconds at 
a cost of about 8¢ per copy. 

The Cormac model is an auto- 
matic, all-electric unit which re- 
quires no special skill to operate. 
Copies can be made in varying sizes 
and can be reproduced on both sides 
of ordinary weight paper, on air 
mail weight, on double weight card 
stock or on special purpose trans- 
lucent paper. 

An illustrated folder describing 
models, prices, operating data and 
multi-uses of the new Cormac is 
available. 


For your copy circle No. 1205 on the 
Reader's Service Card inside back cover 


INS Machine Transmits 
Both Photos and Copy 


Spot news and sport photos with 
copy and captions can be transmitted 
direct to TV stations on a new ma- 
chine developed by International 
News Service (New York). The 
service is reported to be the first 
basic news service created exclu- 
sively for TV stations in which both 
news and photos can be transmitted 
on a single circuit. 

Called the International News 
Facsimile, the machine receives ma- 
terial on a roll of electrolytic paper 
that needs no developing or proces- 
sing. Photos and copy are ready for 
telecasting as soon as they are torn 
off the machine. 

The facsimile circuit also is co- 
ordinated with a daily news film 
service, providing script revisions, 
messages on film shipments and other 
special material for Telenews film 
clients. 44 


Poster Art Examples 
Pictured in Folder 


Thirty-one ideas for the poster 
artist can be found in a new folder 
issued by United States Printing & 
Lithograph Co. (Cincinnati). The 
folder features a pictorial review of 
24-sheet posters. Illustrated are 31 
examples of 24-sheet art ranging 
from a well-known Hamm’s beer 
poster to one for Northern toilet tis- 
sue. 


For your copy circle No. 1206 on the 
Reader's Service Card inside back cover 


The artwork that reproduces 
texture and detail on any kind of 
paper by any printing process. 
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Client: Hamilton Metal Products Co. 


Send us this ad clipped to your 
letterhead to receive our free 


portfolio of engravings on wood. 


SANDER ENGRAVING CO. 
542 S. Dearborn, Chicago 5, HA 7-2082 


The World’s Largest Makers 


of Engravings on Wood 
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ONE-PRINT PLAN 


Admakers, Editors, Direct- 
Mailers . . for just $10.00 
EYE*CATCHERS sends you a 
glossy 8” by 10” print of any 
one of 21,597 photographs. 
You can get the very picture 
your tayout needs for iess 
than the model fee alone. 
New photos added every month. 


No long-term contract, but 
if you use pix and mats 
often, save even more by 
joining the famed worid-wide 
EVYE*CATCHER Subscription 
Pian. Write today for infor- 

ORDER NO. 18 mation about both. 


wma EVE «CATCHERS, Inc. 
CATALOG aon oe oe, BM. YY. 16, 8. Vi 


GIANT ENLARGEMENTS 


30x40 $3.25 40x60 $6.00 


SPOT-LITE STUDIOS 
455 West 45th Street, New York 36 


Circle 5-9085 





NY 


8x10 Prints 


3 
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Only 


QUANTITY PRICE pas 
3 Bat eee cies 3 
Wale Lac elt 1.35 


eg 250 | 500 }1009) 


Write TODAY for samples and our 
complete price list on other sizes, 
Blowups, Post Cards and the ‘‘VISUA- 
LITE’ Display. 

ORIGINAL PHOTOGRAPHY AND RE- 
TOUCHING AT REASONABLE RATES 


na COMPANY 


152 W. Huron Street * Chicago 10, Illinois 
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Case History 


Bates Cuts Costs 
With Photo Studio 


By Marian Christopher 
Bates Fabrics Inc. 
New York 


For a fabric manufacturing com- 
pany to have within its own organ- 
ization a photographic studio is more 
than unusual—it is enormously ef- 
ficient and it is vastly economical 
in the long run. Obviously, the field 
of fabrics represents highly visual 
business. 

Bates Fabrics Inc. has maintained 
such an operation for seven years, 
and comparative studies show that 
this system has actually saved the 
company time and money. It might 
seem to the casual observer that the 
initial outlay of money for equip- 
ment to install a completely inde- 
pendent photographic studio would 
be staggering. This is indeed a fact, 
and one which has obviously pre- 
vented many companies from similar 
ventures. However, in the case of 
Bates Fabrics, this organization is so 
constantly active in advertising and 
publicity for the home furnishings 
end of its business (bedspreads, 
sheets and pillowcases) as well 
the fashion end (piece goods sold to 
cutters and over-the-counter) that 
a studio is a great efficiency factor. 

Bates takes from 75 to 80 full-color 
pictures in every six-month period 
for advertisements and for store dis- 
plays; and over and above this there 
is the endless round of black and 
white shots for catalogs, merchan- 
dising mailings, special services to 
customers, publicity releases, the 
Bates house organ and annual re- 
port. In addition, Bates averages one 
commercial moving picture a year, 
which is made in the studio and on 
location by the staff photographers. 
If this vast amount of photographic 
work was done by outside photog- 
raphers, there would be a good price 
to be paid for each individual job 
of work, based, of course, on the 
prevailing market, and this expense 
would by far exceed Bates’ initial 
investment, which is being amortized 
over the years, and the studio main- 
tenance costs. 

For streamlined efficiency and for 
economy of time and energy the 
studio has proved a bonanza, For ex- 
ample, every ad on bedspreads or 
sheets requires the building of a 
special room set. The Bates photog- 
raphers are competent carpenters 
and can construct the sets on the 
same premises with the executives 


where an okay can be made quickly. 
This sort of close coordination re- 
sults in better room sets with more 
attention given to detail than can 
ever be achieved when working with 
an outside studio. Pictures can be 
processed immediately in the studio’s 
darkroom and if necessary reshot in 
a matter of two or three hours at no 
extra cost. 


> The studio’s staff consists of three 
young men headed by Tom Geoly, 
who has been with the studio since 
its inception, and therefore has be- 
come an expert on four-color room 
sets and fashion. His assistant is Dan 
Wilson and Jack Mitrani runs the 
darkroom. These three men work in 
close cooperation in dividing up the 
work. The complete studio operation 
comes under the direction of G. 
Vernon Cowper, Jr., Bates advertis- 
ing manager, whose original idea it 
was. 

The staff is constantly experiment- 
ing with new ideas in all phases of 
the work. Top models and famous 
personalities are used for pictures, 
and high fashion accessories and top 
quality furniture props are used and 
given credit. 

The amount of work these three 
men can turn out alone is amazing. 
Shots for ads, publicity, merchandis- 
ing, displays, etc., total around a 
thousand pictures a year. In fact, 
Bates supplies its customers with 
over 10,000 duplicate Kodachrome 
displays a year. Camera equipment 
consists of two 8x10” view cameras 
with which the majority of the work 
is done, supplemented by two 4x5” 
Graflexes, one Rolleiflex, 
16mm movie camera. 

Bates cost accountants have an- 
alyzed and evaluated the concept of 
the independent photographic studio 
from the standpoint of modern ef- 
ficiency methods and economy. Their 
findings show that the studio has 
reduced expenditures appreciably 
and that the resulting work has set 
an extremely high standard of 
quality. 44 


and one 


Describe Art Services 


A folder entitled “A 3-D Tonic for 
the Nervous System” describes the 
color, black and white photography, 
photostat, enlargement, murals, and 
quantity publicity prints services of 
F. A. Russo Inc. (New York). The 
studio offers 11 types of photography 
ranging from a single print for art 
or a thousand glossies to introduce a 
new product to a 30 x 40” color en- 
largement for a window display. 


For your copy circle No. 1207 on the 
Reader's Service Card inside back ver 
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How it Operates ... The artist first places the illustration or an actual product into the 
copy board of the Art-O-Graph projector (left). The controls of the Art-O-Graph are located 
under the drawing board in easy reach (right). After the image of the artwork is projected 
on the board, either reduced or enlarged, the artwork can be sketched over, fitted to a 


layout or an accurate drawing made from it. 


Engel Develops New 
Artwork Projector 


A new artwork projector that will 
cast sharp scaled images of illustra- 
tions, photos, or physical objects 
such as a product or color transpar- 
encies upon a drawing table, has 
been developed by J. A. Engel Inc. 
(Minneapolis). 

The new image projector, called 
the Art-O-Graph, Model 44, has 
many applications in such fields as 
art studios, advertising agencies, in- 
dustrial plants, map makers, pub- 
lishing houses, etc. Because the 
image can be cast on any surface, 
art can be rendered with direct ap- 
plication of any selected art medium 
to the projected image. According 


A little bit too 3-D, if you ask me!” 
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to the company, no _ intermediate 
steps such as tracings or photostats 
are necessary. Any size illustration, 
from a postage stamp to a newspaper 
page, can be projected. The Art-O- 
Graph will enlarge more than four 
times and reduce up to four times 
the original size of the artwork. 

Another advantage claimed for 
the Art-O-Graph is that it takes up 
very little floor space. The machine 
is set up directly over a regular 
drawing table. The controls are lo- 
cated under the table. 

The company is offering a folder 
which includes illustrated step-by- 
step descriptions of several applica- 
tions of the Art-O-Graph. 


rf your copy circle N 1208 
Reader's Ser E 


New 3-D Self-Mailer 
Produced by Brownie 


An ingenious die-cut “hook” holds 
the red and green viewing glasses 
in place in an unusual 3-D self- 
mailer produced by Brownie Mfg. 
Co. (New York) for McGraw Hill 
Publishing Co. (New York). 

The “hook” is die-cut from folder 
and holds the glasses flat in place 
near the center of the piece. The 
double fold of the 81x8” mailer 
also helps to hold the glasses inside. 
The piece features three excellent 
three-dimensional pictures promot- 
ing McGraw’s business publications. 

The entire job including original 
3-D photography, complete assembly 
of the piece with round gum sticker, 
printing, etc. was handled by 
Brownie. 44 


“STATS 
for Ad Work! 


The new RCS Price List for photo- 
stats helps you order blowups, 
reductions, adtypes, reverses, and 
glossies. There are hundreds of uses 
for layout and display economies. 
This is where quality, speed, and 
economy count most. Fast mail 
order service is our specialty. Every 
artist and production man should 
have a copy. Send the coupon today 
for as many FREE copies as you 
need! 
Please send copies of the new 

Photostat Price List to 

Name 


Company 


Address 


| ] Rapid Copy satin Inc. 
123 N. Wacker Dr. 
JI Chicago 6, Illinois 
anyone can do 
Hand-Lettering 


with a 
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All the ‘‘heads'’ and sample 


S styles in this ad lettered 
°NS-Seriz by Varigraph 


Caslon (Hy yEnglish 


any size 


any shape 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
Variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept.161 


VARiIGRAPH CO., INC. 


MADISON 1, WISCONSIN 





The 40 prize winners in the Art Directors 
Club of Cleveland's Fifth Annual exhibition 
of Advertising Art were announced Nov. 9 
at a luncheon in Cleveland. The winners 
were selected from 1,100 entries by a panel 
of judges which included Arthur Blomquist, 
vice president and art director of J. Walter 
Thompson Co.; Herbert Matter, photogra- 
pher and designer, and Souren Ermoyan, art 
director of Good Housekeeping. 

Eight of the 40 winners are shown above. 
They include: Top row, left: Best of the Show: 
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Calendar, Harris-“Seybold Co. Art director, 
Arthur J. Merkle; artist, Everett Henry; 
agency, Fuller, Smith & Ross. Right: Trade 
ad, Westinghouse Electric Co. Art director, 
Fred Stickle; artist, William Richards; agency, 
Fuller, Smith & Ross. 

2nd row, left: Booklets, Westinghouse. 
Art director, Fred Stickle; artist, Pitt Studio; 
agency, Fuller, Smith & Ross. Center: Small 
ad, Leisy Brewing Co. Art Director, Clark 
Maddock; artist, Laurence Guetthoff; agen- 
cy, MeCann-Erickson. Right: Direct mail, 


Dobeckmun Co. Art director, Tom Shem: 
artist, Clem Cykowski. 

Third row, left: Consumer ad, St. Mary's 
Woolen Mfg. Co. Art director, Bill Cannell; 
artist, John Gannam; agency, Gibbons- 
O'Neill. Center: Trade publication, Spicer 
Mfg. Division. Art director, Clifford A. 
Kroening; artist, Burdette F. Downs; agency, 
Clifford A. Kroening Inc. Right: Newspaper 
ad, Rosenblum's. Art director, Leroy Lustig; 
artist, Joseph Sarady; agency, Lustig's Ad- 
vertising. 
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RADIO & TV PRODUCTION 


4 Gas Story .. . Herbert Miller, chief fuel 
engineer for Sunset Oil, explains compres- 
sion and spark advance of teday's automo- 
tive drive cars during a special telecast 
which introduced a new gasoline to dealers. 


Reaching dealers via 


Sunset Oil Co. made history with a television program 
designed to introduce a new product to dealers. The TV 
sales meeting established a format which may well set 
a pattern for future use of yideo as a promotion tool. 


By Phil Seitz 


Faced with the problem of having 
to reach more than 1,200 widely 
scattered gas station personnel in 
Southern California with the news 
of a new gasoline, Sunset Oil Co. 
(Los Angeles) used an on-the-air 
telecast to do the job inexpensively 
and more thoroughly than would 
have been possible by any other 
means available. 

The company has some 300 stations 
carrying its Golden Eagle gasoline in 
Southern California. About half of 
these are company owned. While it 
was possible to hold a series of meet- 
ings in the area, this was considered 
too expensive and time consuming. 
Additionally, the stations as a group 
are open from sun-up to midnight, 
and it would be impossible to choose 
a practical time when most personnel 
could be present at such meetings. 

At the same time, it was recog- 
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nized that unless it was possible to 
reach a substantial majority of the 
1,200 station employes, the full ef- 
fect of the introductory promotion 
could not be realized. Owners and 
managers could be reached via meet- 
ings, but not the men on the grease 
rack and pumps who have the most 
frequent contact with the public. 


> The objective was to reach Golden 
Eagle station owners, supervisors 
and attendants with the story of the 
background and characteristics of 
the new gas—named A*D—and how 
a strong advertising campaign would 
be sending customers in to ask about 
it. 

The use of television was decided 
upon as an inexpensive, but dramatic 
and effective method of accomplish- 
ing this objective. The time chosen, 
when the greatest percentage of the 
desired audience would be at home, 
was 10 to 10:30 pm. KTTV (Los 


SEMIS ey — 


Angeles) was chosen as the outlet. 

To insure realism, the telecast was 
made from one of the company’s big- 
gest stations at Highland and Wil- 
shire in Los Angeles. This location 
offered several advantages: 

e The wide open area, paved with 
macadam, offered unlimited mobility 
for the television camera. 

e Point of sale material could be 
shown in exactly the same situation 
and places the company was asking 
station operators to use it. 

e Instead of talking about how to 
service a car, the actual operations 
could be shown in a realistic and 
believable manner. 

@ Use of an actual station kept 
costs down; the unlimited mobility 
made it possible to get by with one 
camera. The total cost of the telecast 
was just $900. 


> The keynote of the whole telecast 
was a straightforward explanation 
of A*D, what it is, why it is needed 
by motorists, and how it works in a 
car. Elaborate presentation was 
avoided to give the impression of a 
shirt-sleeves, workshop sales meet- 
ing. 

Just two people were heard before 
the camera. They were Herbert Mil- 
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ler, chief fuel engineer for Sunset 
Oil, and Rex May, a professional 
announcer. 

Mr. Miller’s job was to give a com- 
plete, yet simple explanation that 
cars with automatic drive need a 
special higher octane fuel capable of 
withstanding greater compressions 
and that A*D was developed to 
meet this need. He used a blown-up 
cutout drawing of an engine cross- 
section to tell this story. 

Mr. May’s assignment was to keep 
the program moving, to cover any 
possible lapses, and to interrogate 
Mr. Miller to insure that all perti- 
nent facts about A*D were clearly 
explained 


> There was but one rehearsal of the 
program. This was held on the after- 
noon of the telecast. At this time, 
camera angles were checked, camera 
positions marked for use during the 
telecast, and timing of the script 
tightened up. 

With the reliance on Mr. May as a 
professional, the script was purposely 
kept simple. It opened with a head 
and shoulders shot of Mr. May 
standing before the familiar speaker’s 
stand of a sales meeting. 

Mr. May welcomed the listeners, 
and told them history was being 
made . “for this is the first time 
a company has ever bought a tele- 
vision program for the sole purpose 
of educating its employes, who are 
scattered far and wide, on the merits 
of a new product.” 


> To point up the need for A*D gas 
in automatic drive cars, the explana- 
tion was given that the motors of 
cars of today are greatly changed 
over those of Thes2 
changes were dramatized by show- 
ing a model T Ford, and how its 
motor operates, followed by a parade 
of 1953 models. 


As Mr. May observed that the 


years ago. 


changed automobile engines require 
different fuel; this cued Mr. Miller, 


who presented an explanation of the 


difference, using the cutout pre- 


viously mentioned. 


Contrast... A 1905 Buick was contrasted 


with a large 1953 automatic drive Buick 
Skylark. 


Demonstration . 


. . Cameza pans in on attendants while they demonstrate the proper tech- 


nique of servicing a customer's car. The special telecast to dealers was made direct from one 
of Sunset Oil's largest service stations at Highland and Wilshire in Los Angeles. The wide open 
area permitted unlimited camera mobility and heightened realism in the show. 


To point up the statements made 
by Mr. Miller, Mr. May showed a 
full-page ad, scheduled to appear 
in the Los Angeles Times, Examiner, 
and Herald-Express. Reading from 
the copy, he said that similar ads 
would run in other newspapers, that 
other strong advertising to introduce 
A*D included five rotating outdoor 
spectaculars, and 1,350 radio spots 
over a six-week period on KMPC, 
KBIG, and KFWB. In a cut-back to 
the studio, a representative radio 
spot was played. 


>» Concluding the program, Mr. May 
declared “This is the greatest pro- 
gram ever put on for you and your 
product ... take a look at this station. 
You can make your station look like 
this if you'll just use the display 
material already sent you. And, 
when the customers start coming in 
for Golden Eagle A*D, give them 
the kind of Golden Eagle service 
Golden Eagle has 


famous for 


always’ been 
(camera shows a car 
driving on to the ramp, and how it is 
serviced properly). 

“Use your introductory card. . 
clean that windshield ... smile . 
and make folks happy they stopped 
in for Golden Eagle A*D.” 

To build an audience for the tele- 
cast, a series of bulletins announc- 
ing it were sent to all stations. The 
night before, a sales meeting of com- 
pany executives, and company station 
managers, were given a longer pre- 
sentation. And, to stir up interest of 
the general public, the radio-TV 
pages of the Times, Examiner and 


Herald-Express carried ads the day 
of the telecast urging the public not 
to tune in KTTV. 44 


“Telesync” New Sound 
System for TV Films 


A new magnetic sound system 
called “Telesync” for applying sound 
to television films has been devel- 
oped by Magnetic TV Sound Co. 
(Green Bay, Wis.). With the new 
system, sound is recorded separately 
on 16mm film and synchronized to 
TV motion picture films. The “Tele- 
syne” system can be used with any 
projector, supplementing 
equipment. 


existing 


Sound recording can be applied to 
any film, whether silent or sound or 
single or double sprocket. The pic- 
ture film itself does not have to be 
striped or altered as the sound is 
recorded on a separate film. Either 
narration or lip syne can be used. 
According to the company, the sys- 
tem does not require professional 
operators as it is as easy to operate 
as a radio station tape recorder. The 
company asserts that one or more 
magnetic sound tracks can be ap- 
plied to any film and be ready to go 
on the air in less than one hour. 

Like tape recording, the sound 
track can be erased and done over. 
All the editing and sound production 
may be done in an agency or TV 
station. They may re-do the sound 
track as many times as necessary to 
set narration, music, sound effect, 
etc. exactly as they want before put- 
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ting the finished package on the air. 
Admen can also make sample runs 
of ideas that they wish to sell to 
clients. 


> The sound equipment is available 
on a royalty basis, but the company 
will also make an entire motion pic- 
ture installation. According to the 
company, use of the sound equip- 
ment is low in cost. It says that 
“Telesync” can be reduced to a one 
man operation if desired and a one- 
minute commercial can cost exclud- 
ing labor, as little as $15 for film, 
developing and sound. 

Synchronized sound recording for 
television films is gaining in popu- 
larity as sound systems become less 
complicated and improved synchro- 
nizing methods, without detracting 
from sound quality, are developed. 

Additional details are available 
from the company. 


F your py rcle N 1232 on the 


Service Card inside back cover 


Spot Ad Radio Service 
Offered By New Group 


Special effect and multi-voiced 
spot radio announcements are now 
available to agencies and advertisers 
located in smaller cities from a new 
service organization called Mid 
America Programming Service (Co- 
lumbus, O.). 

The group is composed of radio, 
television and advertising men, and 
boasts a complete copy department, 
film studio and audio facilities for 
tape and transcription work. The 
service is set up to supply custom- 
recorded and produced spots on a 
flat rate, sliding price scale, either 
from agency copy or from copy writ- 
ten by MAPS. Traffic facilities are 
also maintained. Small regional ad- 
vertisers could turn over their entire 
writing, production and traffic op- 
erations to the new group. 44 


Convention Proves Use 
Of Closed Circuit TV 


Use of closed circuit television 
for viewing convention proceedings 
proved highly successful at the 
American Hospital Assn. convention 
in San Francisco. Thousands of doc- 
tors were able to view the conclave’s 
main sessions from the comfort of 
easy chairs on large-screen Sylvania 
receivers installed around the con- 
vention hall balconies. 

Western Empire Distributors Inc., 
Sylvania TV distributors in San 
Francisco, handled the closed circuit 
installation. The closed circuit view- 
ing was planned originally for only 
two of the main sessions, but the 
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“Servant for a Day” 


It doesn't pay to lose a contest... 
particularly if you are an announcer 
on KDKA (Pittsburgh). 

Rainbow Jackson lost a riddle con- 
test to his fellow KDKA personality Ed 
Schaughency. As a result, listeners 
were invited to bid for the services of 
Rainbow—the best letter promised his 
services for a day. 

Mrs. Harold C. Hollinbaugh of 
Franklin, Pa. won the contest—but 
against tough competition. So tough, 
in fact, that the judges decreed that 
Rainbow would be required to do the 
bidding of six other letter-writers. 

His schedule included serving as a 
seeing eye dog for Mrs. Hollinbaugh’s 
husband—plus the following chores 
suggested by other listeners: 

@ Visiting a TB hospital. 

@ Farm chores and a visit to a heart 
house. 

@ Requeening a beehive. 

@ Walking a listener's cats. 

Milking a listener's cows. 

@ Helping with chores on a mink 
farm. 


innovation proved so successful that 
it was extended to provide viewing 
of all the main events. 

The success of closed circuit tele- 
vision at this convention represents 
another milestone in the variety of 
uses to which this medium may be 
put. Closed circuit viewing may well 
become an integral part of all con- 
ventions or of any meeting where 
there are large groups of people. 44 


Radio Series Produced 


On Home Improvements 


A 13-week series of five-minute 
“do-it-yourself” home improvement 
programs has been developed by 


Home Craftsman magazine (New 
York) and is available to radio sta- 
tions throughout the country. The 
programs consist of tried and tested 
practical information as voiced by 
Harry J. Hobbs, editor and publisher 
of the magazine. 

In the new broadcasts, Mr. Hobbs 
gives advice on such projects as 
building your own dining room table, 
building an outdoor barbecue, mak- 
ing a safe window lock for 25¢, re- 
modeling old furniture, building a 
basement playroom, and combating 
termites. Free printed instructions 
on various projects are available to 
listeners upon request. Material for 
the shows was prepared by the mag- 
azine staff based on its own work- 
shop projects. The show was pro- 
duced by Bob Guy Productions 
(New York). 44 


a new item... 

an unusual service... 
a different resource... 
a novel idea... 


to page 100 
this issue 


“Preferred Sources for 
Services & Supplies” 


a varied group of suppliers 
in a number of fields 


LOOK NOW! 


the solution to your problem 
may be right there. 





Special Gift Offer 


Good only until Dec. 31, 1953 


Full Year of Advertising Requirements 
plus Handsome, Handy Binder -- just $5.50 


(You Save A Dollar On Every Gift) 


Friends will quickly thank you when they get 
this gift—and they'll think about you every time 
they use this handsome binder which holds twelve 


issues of AR. 


It’s an ideal combination gift for anyone whose 
job concerns advertising production, promotion, 
or merchandising. 


Each issue of AR contains some of the finest ideas 
in the ad profession and the convenient binder 
makes it easy to keep those ideas on tap—ready 
for instant reference. 

Any issue can be inserted or removed from the 
binder in just a few seconds. Binder opens flat as 
a ruler... handy to work with right on the desk. 
Rich-looking forest green Levant-grain simu- 
lated leather cover with the words “Advertising 
Requirements” stamped in gold on backbone. A 
handsome addition to any office! 


Send A Year’s Subscription 
And A Binder As Your Gift to 


—————— > 


ORDER NOW while the supply lasts. The gift sub- 
scription starts with the January issue which arrives 
with the Binder just before Christmas, preceded by 
a handsome gift announcement card bearing your 
hand-penned name as donor. 
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The Workbook of Advertising Production, 
Promotion and Merchandising 


200 E. Illinois Street °¢ Chicago 11 


Mail this order form to: Advertising Requirements, 200 E. 
Illinois St., Chicago 


Send a Year of AR and a Binder to: 
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and send a Gift Announcement Card to read from: 
My Name 
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Street 

City SS 
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| am enclosing $_______ for __ gifts 
figured at $5.50 for each Gift. 


Note: The regular rate is $3 for a Year of Advertising 


Requirements and $3.50 for the Binder. The Special 
Combination Gift Rate of $5.50 saves you $1 on each Gift. 
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HOW TO WIN CUSTOMERS / 


with 


+ + + + + + + 


It takes an entirely different set of 
standards for planning successful di- 
rect mail campaigns for reaching 
foreign markets. This article presents 
several helpful guides to help bring 
better results. 


+ + + + + + + 


More and more exporters are re- 
alizing today the tremendous power 
that a planned series of sales letters 
used in conjunction with samples 
and enclosures can exert to secure 
new business abroad. While direct 
mail advertising has attained a high 
degree of development in this coun- 
try, it has relatively more power and 
significance in export trade—and 
for many excellent reasons: 

@ ... because people like to get 
news from abroad and are intrigued 
by a foreign postage stamp. 

e .. . because sales letters reach 
every shore of the seven seas and 
every remote corner of five con- 
tinents—where the expense of per- 
sonal representation would not be 
justified. 

e ... because sales letters have not 
been used to so great an extent in 
foreign markets as they have in the 
U. S., with the result that each indi- 
vidual piece of mail receives a cor- 
respondingly greater share of atten- 
tion—sometimes, in fact, too great. A 
few years ago a manufacturer en- 
closed his mailing pieces in striking 
four-color envelopes and mailed 
them to prospects in Latin America. 
This attracted postal employes who 
took the letters home to show to 
their kids. 

> . because direct mail boosts the 
morale of distributors and sales rep- 
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resentatives abroad by showing them 
that the home office is squarely be- 
hind their efforts; it encourages dis- 
tributors to conduct their own di- 
rect mail programs on a local level. 


> While there are many uses for 
direct mail, we are concerned here 
with the planning and execution of 
an export campaign—i.e., the build- 
ing of a series of sales letters. We 
exclude from this discussion the 
preparation of house organs, folders, 
catalogs and other literature. 

Export direct mail advertising is 
a handshake across oceans or bound- 
aries—a handshake that may well 
initiate and help maintain life-long 
contacts. 

The perfect mailing package for 
export is no different from the do- 
mestic one and consists of: 

1. A letter that has punch. 

2. A circular that supplements the 
letter. 

3. A business reply card that elicits 
inquiries. 


The Letter 


Restrict your first sales letter to 
one page. Almost the first question 
that comes to mind “How long 
should the export letter be?” As the 
saying goes, “A man’s legs should 
be long enough to reach the ground”; 
so should the letter be long enough 
to tell your complete story. 

It is correct to generalize that a 
long four- or five-page letter will 
handicap your attempt to open busi- 
ness relations with a foreign pros- 
pect. But, it should also be borne in 
mind that our matter-of-fact, busi- 
ness brevity is regarded in many 
foreign lands as lack of courtesy. 
Consequently, the sales letter in ex- 
port trade should be somewhat long- 
er than the same type in domestic 
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trade; but it is gooa policy to restrict 
to one page your first letters in- 
tended to secure an account. 


> Special attention should be paid 
to the composition of your export 
letter. Five helpful suggestions are: 


1. Play up the age, size, scope or 
other important aspect of your com- 
pany. It is a big mistake to assume 
in exporting that the foreign pros- 
pect has knowledge of the domestic 
standing of a manufacturer or ex- 
porter. So always inform your pros- 
pect about the prestige of your com- 
pany—and keep reminding him of it. 
Walter F. Wyman in his “Export 
Merchandising” tells us the follow- 
ing story which serves to illustrate 
this point: 

“An American manufacturer 
whose sales for 40 years had been 
confined to the domestic market, 
wisely decided to seek sales outside 
the United States. Equally wisely, 
it selected from its domestic sales 
force a veteran representative, a 
man of exceptional likeableness and 
personal magnetism. This salesman 
made a highly successful first trip. 
He opened accounts in each market 
he visited with the most reliable and 
important merchants. He proved be- 
yond doubt his ability and 
honesty. 


own 


About This Article 
The material in this article is taken 
from ‘‘How to Win Customers Abroad,’ 
a booklet published by A. Harper As- 
sociates of New York. Because only a 


limited number of copies of the book- 
let are available, the company, spe- 
cialists in planning sales programs for 
overseas markets, has granted AR per- 
mission to reproduce the text in full. 
















“On his second trip his customers 
became his friends. He was enter- 
tained at their homes. He was wel- 
comed at their clubs. His counsel 
and advice were sought in the gen- 
eral conduct of their business. But 
to the many new customers the 
salesman was the important factor. 
He could have easily transferred 
90°% of the business which he had 
brought into being to any competi- 
tive product which he might have 
selected.” The moral is that the ex- 
porter should establish his reputa- 
tion abroad by the letters which go 
out on his letterheads so that the 
customers associate a product with 
a company and not with a salesman, 
a distributor or an individual. 


2. Eliminate slang and unintelligible 
words. Fine shades of meaning. 
newly coined words and slang ex- 
pressions confuse the reader abroad 
and pose serious problems for the 
translator. Replace slang and words 
“in vogue” with others which convey 
the same meaning in accepted term- 
inology. 


3. Give measurements in the metric 
system. This is the official system in 
most countries and as a result it is 
definitely advantageous to translate 
linear measurements into metric 
terms. 


4. Streamline your letters. In this 
age of rapid progress, modern sky- 
scrapers and_ streamlined trains, 
many business letters are still writ- 
ten in the style of the horse and 
buggy days. Why not omit the ser- 
vile, out-of-date expressions com- 
monly found in Spanish corre- 
spondence: 

e Sus Attos. y SS. SS. (sus atentos 
y seguros servidores) which literally 
means “Your attentive and sure 
servants.” 

Or still worse: 
© Q.B.S.M.—‘Whokisses your hand.” 
e Q.B.S.P.—“Who kisses your feet.”’ 

By all means avoid the trite 
phrases that clutter up most letters 
today. You can simply close your 
Spanish letters as follows: 

Muy atentamente or Le saluda 
muy atentamente, which is_ the 
equivalent of “Very sincerely yours,” 
or “We remain very sincerely yours.” 


5. Employ low-pressure techniques. 
High pressure selling and tactics 
should have no place in an export 
direct mail program. They are re- 
sented abroad. In general, brusque, 
aggressive methods create antago- 
nism in most foreign countries, where 
there seems to exist an entirely dif- 
ferent point of view on the whole 
subject of selling and marketing. 
Here, then, is one cardinal rule: 
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When dealing with our funda- 
mentally more reserved neighbors, 
give them an opportunity to think 
matters over. Don’t rush them. 

In your letters, avoid such parting 
shots as the following: 

e “Fill out the application and re- 
turn it to us today.” 

e “Do mail this coupon now.” 

e “Do return the attached self-ad- 
dressed business reply card.” Don’t 
—do, do, do your foreign customers. 
Just say: 

e “If you mail this coupon to us, we 
shall be glad to be of service.” 

e “For your convenience we are at- 
taching a_ self-addressed business 
reply card. If we can help you fur- 
ther, let us know.” : 

It is also essential that you state 
in your correspondence that sales- 
men will not call on prospects un- 
less requested. This is very impor- 
tant in overseas markets. There are 
thousands of people who are afraid 
to answer your mailings for fear a 
salesman will knock at their door. 


The Enclosure 


Use enclosures to supplement your 
letter. These may take the form of a 
folder, broadside, reprint of a maga- 
zine article or an ad. Few direct mail 
export advertisers know how to ex- 
plore the full possibilities of the 
written and printed word in a series 
of letters. Many campaigns that have 
been only half successful might well 
have paid substantial dividends had 
an enclosure been used to empha- 
size the message. A_ well-planned 
campaign will find a happy medium 
between those selling points that can 
best be presented in a letter and 
those that are most effective in an 
enclosure. 

Dramatic pictures give impact to 
the story. “One picture is worth a 
thousand words,” according to a 
Chinese proverb. Certain types of 
selling arguments can best be pre- 
sented in enclosures aided by illus- 
trations and typographical display. 





‘We won't need the 3-D camera, Boss... 
we'll use twins!"’ 


The Business Reply Card 

Make it easy for your prospect or 
customer to answer. This can be 
done by enclosing an inquiry form, a 
self-addressed business reply card 
or an envelope. Tests have shown 
that substantially increased  in- 
quiries result from such enclosures. 
Return postage guarantee is not 
practical when mailings cover many 
countries. Obviously, this would cre- 
ate a tremendous problem. 


> Whether you advertise in the 
United States, in China or in Pata- 
gonia, basically sound appeals are 
likely to succeed. Human beings the 
world over are essentially the same, 
and are motivated by the same fac- 
tors of love, envy, pride; they all 
crave better living conditions and 
the satisfaction of their senses. 

But the techniques in foreign ad- 
vertising vary and it is here that the 
specialized knowledge of markets, 
languages, customs, tastes, etc. of the 
export advertising specialist comes 
into its own. 

There are tricks in all trades—or 
in other words, techniques—which 
make the job of campaign planning 
easier. They are surprisingly simple 
and they are based on common 
sense. 


1. Prepare your letters and liter- 
ature in the language of the respec- 
tive country. Language constitutes a 
barrier between buyer and seller; 
yet common sense requires that no 
obstacle be placed between them. In 
formulating direct mail sales cam- 
paigns, the languages most common- 
ly spoken should be employed. Bra- 
zilians, for instance—however per- 
fect their mastery of Spanish—take 
great pride in speaking the Portu- 
guese language. Consequently, they 
are apt to offer a lukewarm recep- 
tion to the use of Spanish in cor- 
respondence with their country. 


2. Make your direct mail cam- 
paign tie in with your over-all ob- 
jective. The best way to sell is to 
combine skillfully the use of every 
method. Publication advertising, 
house organs, direct mail and other 
media all go hand in hand. The suc- 
cess of a sales development program 
depends on the extent to which the 
various media are woven into one 
over-all pattern with a common ob- 
jective. The keynote idea must per- 
meate every form of advertising. 
Greater emphasis may be placed on 
publication advertising, on exhibits 
or on direct mail, as the case may be. 
But gone are the days when use of 
one medium would exclude the use 
of the other. 


3. Use a machine gun, not a rifle. 
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Fire at the target once and chances 
are you will miss the bull’s eye. 
Spray the target and you will be 
bound to score. There is a world of 
difference between inserting one 
single ad in a publication and run- 
ning a carefully planned series of 
ads. And so with direct mail. An ef- 
fective campaign to overseas mar- 
kets should concentrate on selected 
prospects and consist of a series of 
four or more follow-up letters as 
opposed to spreading too thin one or 
two mailings. The series should be 
built in logical order and each let- 
ter must be a step toward a definite 
goal. Thus, in developing a direct 
mail campaign for Du Pont “Cel-O- 
Seal” bands, the first two letters 
in the series were general and de- 
scriptive in character. They were 
written from the reader’s viewpoint. 
Each succeeding letter concentrated 
on one specific sales advantage, 
while at the same time restating 
strong sales appeals. The last one 
was designed to summarize the 
whole campaign and elicit response 
from those who had not as yet re- 
turned the self-addressed card. 


4. Combine samples with your mail- 
ings. “Seeing is believing.” The ac- 
tual product or its miniature is the 
best tangible sales argument. Al- 
though it cannot speak to your pros- 
pects, its presence answers ques- 
tions. If, because of the nature of the 
product, samples or miniatures can- 
not be enclosed with your mailings 
or forwarded separately, every effort 
should be made to furnish accurate 
illustrations—preferably in color. 


5. Always use postage stamps. 
Stamps give the letter a much more 
personal touch; their cost is only 
slightly higher than that of the me- 
tered imprint. 


6. First and third class postage will 
do the job. Unless the per unit cost 
of the product is very high and the 
mailings very selective, use first 
class or third class postage. Airmail 
rates are almost prohibitive and the 
small additional return that may be 
expected in most cases does not 
justify its use. When the question of 
mailing comes up, the local post of- 
fice should be consulted for specific 
advice. 


7. Make a form letter look exactly 
like a personal one. While there are 
many ways of producing mass cor- 
respondence, it is essential that the 


address and personal salutation 
match the body of the letter as 
closely as possible. Though the cir- 
cular type of communication has its 
place, its non-personal nature is a 
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severe handicap in_ establishing 
business relations. Give your letters 
the personal touch by signing them 
yourself and emphasize important 
points by underscoring them in your 
own handwriting. 


8. Conduct your direct mail cam- 
paigns both from this country and 
on a local level abroad. The ideal 
solution is to plan the campaign and 
make the mailings from the U. S. 
home office and to furnish branch 
offices or distributors with flexible 
programs. These can be adapted to 
local conditions and mailed on dis- 
tributors’ stationery over their own 
signature to tie in with and strength- 
en the campaign conducted from 
this end. In case of choice between 
the two methods the mailings should 
go out from here since recipients are 
more responsive to, and curious 
about, mailings originating in other 
countries. 


9. Use of color increases returns. 
While there is no foolproof formula, 
it is good policy to vary the colors of 
reply cards, envelopes or printing. 
The secret is to select the appropri- 
ate color to fit your sales message 
and product. 


10. Send mailings at spaced inter- 
vals. Time intervals between mail- 
ings should vary from ten days to 
six weeks. 


11. In the export business, as in 
domestic, Tuesday is generally con- 
sidered the best day for prospects to 
receive mail; Monday is the worst 
because desks are cluttered with 
papers that pile up over the week- 
end. In a series of letters, however, 
you may vary the days. Inasmuch as 
it is impossible to control delivery 
of mail in foreign countries from 
this end, this rule applies only to 
mailings made locally by distrib- 
utors or branch offices. 


12. Beware of gadgets—they can 
backfire. A gadget or gimmick may 
be anything . . . a piece of candy, a 
penny, a stick of gum, a miniature 
replica or some device attached to 
the letter to catch the eye immedi- 
ately. Used properly, their value is 
considerable. However, in foreign 
markets, where the public has not 
been exposed to all sorts of atten- 
tion-getting blasts, a gimmick may 
be so clever that the reader will re- 
member the device but promptly 
forget the product. A gimmick 
should attract the reader’s attention 
to the message, not distract him 
from it. Yes, use gimmicks, but do 
not make your whole mailing look 
like a gimmick. 


> The success or failure of cam- 


MORE GARDEN CITY 
CUSTOMERS DRIVE 
CADILLACS 


(than one-horse shays) 


A recent survey, which we 
haven’t bothered to make, reveals 
that eleven out of ten Garden 
City customers are astute 
businessmen. They’re well-versed 
in the fundamentals of operating 
a successful business. For 
example, when planning a 
direct-mailing, they specify 
Garden City Envelopes. This 
automatically assures them of top 
quality, unbeatable service, and 
lowest prices . . . all elements 
necessary to profitable results. 
Naturallyy—men displaying such 
perspicacious sagacity are just 
bound to be successful. And 
successful men are a darned-sight 
more likely to drive Cadillacs than 
one-horse shays. Right? 


WANNA DRIVE A CADILLAC, TOO? 


Maybe a series of successful 
direct-mailings is all you need. 
We can furnish helpful ideas, 
helpful service—and the best 
envelopes you can get for the 
money. Give us a ring 

Cornelia 7-3600—and start 
thinking about your Cadillac. 


SPECIALISTS IN ENVELOPES 


AND OUTSTANDING SERVICE 


MERCHANDISE 

AIR MAIL 
CATALOG STYLE 
POSTAGE SAVER 
PACKING LIST 
OFFICE SYSTEMS 
BANK STYLES 
EVERY OTHER STYLE 


PHONE OR WRITE 


AROEN Ciry Envesore Co. 
3001A NORTH ROCKWELL STREET 
CHICAGO 18, ILLINOIS 
Phone COrnelia 7-3600 








Now... | 


Send your Invoices 
FREE 
of 157 class postage © 


POST-PAC INVOICE POCKET 
LABELS carry your invoices free 
of first-class postage—easily 
accessible on the outside of 
the package...saves postage 

. . saves cost and labor of 
addressing a regular shipping 
label... eliminates need of a 
packing slip...enables retailer 
to price merchandise and put 
into stock immediately. Pay- 
ment of invoice is expedited. 


WRITE FOR SAMPLES 


PUST-Prb 
POCKET LABELS 


DIVISION OF GAW-O’HARA ENVELOPE CO. 
3026 FRANKLIN BLVD. 
CHICAGO 12, ILL. 
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paigns depends at least 60% on the 
reliability of the mailing lists. 

Carefully prepared and screened, 
lists are built of “prospects,” not 
“suspects,”—i.e., people whom you 
only vaguely suspect might be in- 
terested in your product. 

Here are some list sources: 

1. The U. S. Department of Com- 
merce issues trade lists that cover 
a specified industry in a given coun- 
try. 

2. Foreign trade publications han- 
dle mailings to their subscribers. 

3. Trade directories are _ issued 
periodically by associations or pub- 
lishers. A few are listed below: 

@ Market Guide for Latin American 
and Market Guide for the Philip- 
pines. (American Foreign Under- 
writers Corporation.) 

e Buyers for Export. (Thomas Ash- 
well and Co.) 

e Latin American Sales 
(Dun & Bradstreet Inc.) 

e Kelley’s Directory of Merchants, 
Manufacturers and Shippers of the 
World. 

e International Register of Tele- 
graphic and Trade Addresses, etc. 
4. Telephone and local directories 
are usually very broad in coverage. 
5. Commercial list houses specialize 
in building and renting or selling 
their lists. 

In export trade, we are hampered 
by a lack of good mailing lists brok- 
en down into classifications, as are 
available for the domestic market. 
The sources mentioned above will 
rarely satisfy your exact require- 
ments. The best system for building 
your own lists entails close coopera- 
tion between the home office, indi- 
vidual distributors and company 
representatives abroad. 


Index. 


> The following trick has thus far 
proved the most successful in build- 
ing a good mailing list. If you re- 
quest a distributor to send lists of 
prospects and customers, response 
is invariably slow and unsatisfactory. 
Instead, secure mailing lists for 
foreign countries from any of the 
sources mentioned above and send 
them for corrections and additions 
to your representative abroad. Tell 
him it is the best list that has ever 
been built. 

Be it through vanity or a chal- 
lenge, distributors tear down the 
list furnished and in its place send 
one that is probably the best that 
could ever have been compiled for 
the territory. Remember that dis- 
tributors will rip apart the lists you 
send them, but don’t expect them to 
originate one. 

Unless a list is kept up to date, it 
will depreciate quickly. In this 


country, householders have an an- 
nual turnover of 22% . . . merchants 
of 23% ... agents of 29% ... ad- 
vertising men of 37%. No figures are 
available for comparison with other 
foreign countries, but the inference 
is that it would vary from market to 
market. As a rule, it is safe to as- 
sume that the turnover is smaller 
in other countries because their 
economies are characterized by few- 
er changes and fewer opportunities. 
They are therefore more static, while 
our economy is a dynamic and ex- 
panding one. 

Maintaining a good list requires 
constant attention and the coopera- 
tion of those in the field. It is gen- 
erally considered good practice to 
provide distributors or overseas 
representatives with special forms 
for making changes in names or ad- 
dresses. 


> Too many factors enter the pic- 
ture to apply any hard and fast rule 
—i.e., currency allocations, timing, 
shifting conditions in various mar- 
kets and import restrictions. There- 
fore, there is no such thing as an 
average return measured in terms of 
inquiries or orders received. 

While a direct mail campaign will 
always produce quick results, it is 
even more noteworthy for the effect 
it has on distributors. It prods them 
into greater action and gives them 
impetus to conduct their own direct 
mail campaigns, tailored to local 
conditions. 

Distributors often acquire the 
false belief that it is impossible to 
arouse any interest in the product in 
their market. Yet inquiries produced 
as a result of direct mail campaigns 
often prove the contrary. 

Finally, enclosures and samples 
built to be an integral part of a 
series of sales letters are among the 
best dividend producers 
sales. 


in export 
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Anti-Enzyme Quarters .. . Bristol-Myers 
Co.'s “Miss Anti-Enzyme” revels in the thou- 
sands of quarters that the company will pay 
customers for trying giant-size tubes of its 
new anti-enzyme toothpastes. Customers are 
being asked to mail cardboard Ipana A/C 
cartons to receive their quarter. 
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By Raymond P. Wiggers 
Former Advertising Manager 
The Frank G. Hough Co. 
Libertyville, Ill. 


What makes one advertising pro- 
gram more successful than another? 
Many things contribute, perhaps, but 
the manner in which a program is 
merchandised can often spell the dif- 
ference between average results and 
outstanding results. 

To merchandise a program is to 
apply that final degree of “finish” or 
refinement which in almost every 
kind of endeavor pays off so well. 
The best way to apply vital refine- 
ments to your advertising program 
is to review your fundamental ad- 
vertising objectives. Actually most 
programs are designed to fulfill five 
basic functions: 

1. Establish contact with prospective 
customers. 

2. Arouse their interest in the prod- 
uct. 
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3. Create a preference for the prod- 
uct in a competitive market. 

4. Spur the dealer organization into 
an effective sales effort. 

5. Keep the customer sold on the 
manufacturer and the product after 
he has made the initial purchase. 


> These objectives are to a degree 
accomplished through publication 
advertising, publicity, promotion, 
direct mail, dealer promotion, sales 
literature and trade show media— 
each involving sizeable expenditures. 
These functions are basic and no 
short cut to avoid them should be 
permitted. 

However, if maximum results are 
your goal you will try to design some 
other supplementary tool which can 
be ured to inject additional life into 
the different phases of your program 
listed above. The best possible tool 
will be that which you can use in all 
phases of your program. Thus with a 
single expenditure you will be able 


An industry handbook can easily 
become one of the most import- 
ant elements of an advertising 
cam paign—supplementing all 
other media. The author, for- 
merly an industrial advertising 
manager and now with a Chicago 
agency, tells how a handy 60-page 
industry guide did a stellar sales 
promotion and public relations 
job for a well known national ad- 
vertiser. 


to multiply your results. For ex- 
ample, if your selected tool can be 
used to (1) increase your inquiries 
from magazine and direct mail ad- 
vertising, (2) gain greater sales ef- 
fort from your dealer salesman and 
obtain stronger advertising support 
from your management, (3) serve as 
sales literature and (4) serve as a 
feature attraction at your trade show 
exhibit, you have actually killed 
four birds with one stone. 


> Perhaps the one single tool which 
will accomplish all these functions 
is the “industry guide book.” Prop- 
erly defined, the guide book is an 
analytical text book (preferably 
pocket-size for easy carrying and 
simplified use) which applies the 
experience and “know how” of your 
company to the specific problems of 
the industry which you serve. It is 
an elementary book which estab- 
lishes your company as an “au- 
thority” by breaking down and 
simplifying great problems into well 
organized and surprisingly small 
problems—which as such, find simple 
solutions. It is the one true diplo- 
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Typographer Acclaims AR 


“AR now our sole advertising me- 
dium ... had great response from 
every ad... thank you for excel- 
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lent sales job .. .” writes Gordon 


L. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 
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matic approach to the industrial 
“expert” who, when personally con- 
fronted by the sales engineer, refuses 
to listen to viewpoints other than his 
own. It is probably the best way in 
which you can put your own words 
into the “difficult” prospect’s mouth. 

The guide book is also a store- 
house of stimulants and tools which 
can be used by your salesmen to help 
foremen, engineers and plant man- 
agers to answer their own doubts in 
their own language. The industry 
guide book should be to the fullest 
possible extent “all things to all 
prospects.” 


> The Frank G. Hough Co. found 
that its industry guide book was an 
ideal tool for merchandising its ad- 
vertising and promotional program. 
Known as the “Bulk Material Hand- 
book,” this 4x7”, 60-page guide com- 
bined the company’s basic knowl- 
edge of the industry with an analy- 
sis of the industry’s problems, a 
series of tables providing basic 
weight and physical property in- 
formation on all bulk materials, 
specific cost factor formulas for 
determining actual operations plus 
other formulas by which the cost 
of operating Houghbuilt Payloaders 
could be figured. The emphasis, of 
course, was placed upon service; the 
Payloader line, itself, was treated as 
a secondary factor! 


> The “Bulk Material Handbook” 
was designed to accomplish numer- 
ous objectives among which were: 

1. Establish the first authentic text 
on the subject of handling loose 
materials. 

2. Establish recognition for the com- 
pany as the authority on bulk 
material handling. 

3. Educate our markets on the full 
potentials of mechanized bulk han- 
dling. 

4. Perform an important customer 
service. 

5. At the same time create a greater 
demand for our product among our 
customers. 

6. Simplify the selling job for our 
salesmen in the field. 

7. Help break down the barrier of 
“price.” 

8. Increase the effectiveness of our 
basic advertising program. 


> One of the most important facts 
about the “Bulk Material Handbook” 
has been the fact that it has more 
than paid for its cost while perform- 
ing any single function listed above. 
Although this booklet has an attrac- 
tive two-color, stiff cover, an attrac- 
tive plastic binding and cartoons 
throughout, it must be remembered 
that one set of artwork, one set of 
plates and one printing and binding 


operation sufficed for all its functions. 
No other type of literature can claim 
this distinctive economical advan- 
tage for they are designed as single 
purpose tools only. 

At The Frank G. Hough Co. we 
used our booklet as follows: 


1. Publication Advertising Bait 

Two important functions of a busi- 
ness paper advertisement are to (a) 
locate the prospect and (b) arouse 
his interest. Both of these have been 
accomplished by offering the pros- 
pect a free copy of this 60-page 
booklet. By appealing to his thirst 
for a greater knowledge of his own 
business, our company automatically 
obtained his name and address, na- 
ture of his job and the positive in- 
dication of his interest in the han- 
dling of bulk materials. 

The result was a vast increase in 
sales leads which were passed on to 
the distributor for contact. 


2. Direct Mail Advertising Bait 

All Hough direct mail included a 
post-paid business reply card to 
facilitate prospect response to our 
sales message. To increase the num- 
ber of cards returned the “Bulk 
Material Handbook” was reproduced 
in color as an incentive. As an ex- 
ample of the results obtained, one 
quarterly issue of the external house 
organ, “Industria] Handling,” pro- 
duced several times as many in- 
quiries as the previous issue. 


3. A National Publicity Item 

A special news release was devel- 
oped and forwarded to more than 
150 publications, resulting in wide- 
spread publicity throughout all our 
markets. Considerable response was 
received from hundreds of company 
executives, plant managers, engi- 
neers and foremen—all requesting 
one or more copies for their personal 
use. 

Particularly pleasing was the in- 
terest displayed by libraries, schools 
and universities. A number of re- 
quests were made by universities for 
bulk quantities for use in material 
handling courses. This type of re- 
sponse develops future prestige for 
the company and product as the 
students develop into engineers, 
company executives, etc. A plan was 
developed for widening this activity 
through a special “university pro- 
gram” in which sample copies were 
to be mailed to a list of colleges 
throughout the country. 


4. Trade Shows 

It was determined that visitors to 
national expositions are  serious- 
minded executives intent upon ac- 
quiring maximum “know-how” con- 
cerning their own business. Since 
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our handbook was expressly written 
to interest and educate men in many 
types of industry, it was ideal for 
use at such shows as the National 
Materials Handling Exposition. It 
could also be just as effectively used 
at any industrial show. 

To exploit the advantage of our 
carefully prepared material, a large 
blow-up of the handbook was made, 
mounted on board and bound to- 
gether with wire as a feature book- 
let. This was prominently displayed 
and spotlighted at the front of our 
booth. The large size and highlight- 
ing attracted attention, the enlarged 
print made our story as readable as 
a first grade primer. Result—a col- 
lected crowd in our booth... . a con- 
versational entry between the booth 
attendant and visitors . . . more live 
prospects to refer to the distributor. 
Likewise, this booklet increased in- 
terest in other features of our ex- 


hibit. 


5. Dealer Promotion 

One of the important functions of 
the Hough advertising department 
was to provide our distributor sales- 
men with effective working tools 
which would help them to (1) 
understand the prospect’s material 
handling problems, (2) open the 
door, (3) deliver an effective sales 
presentation and (4) close the sale. 
This handbook became the most ef- 
fective tool in our repertoire. It 
served as follows: 


e As a basic education for salesmen 
whose major experience had been in 
the construction field rather than in- 
side the industrial plant. By sim- 
plifying their quest for information 
on indoor operations it eliminated 
their hesitancy to call on industrial 
prospects. 

e As a most effective door opener. 
Using the handbook as a free gift to 
the prospect the salesman discovered 
that he could enter the prospect’s 
office with the “pressure off,” talk 
naturally and feel his welcome. 

e As a sales presentation. Actually 
the most successful sales stories are 
constructed around the prospect's 
problem—not around the product 
being sold. Since this handbook is 
primarily concerned with the defi- 
nition and solution of problems, it 
serves as an effective sales talk. The 
experienced man uses it as such 
because he recognizes good sales 
material. The poor salesman relies 
upon it because he can actually read 
from the booklet—or at worst ask 
the prospect to read. 

e As the “closer” of a sale. Products 
are bought because they are shown 
to fulfill a need—usually with the 
advantage of saving dollars. Since 
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the price of the Payloader is often 
the barrier to the sale the “Bulk 
Material Handbook” gives the sales- 
man a real lift—by providing simple- 
to-use formulas which can be used 
to show that Payloader operation 
and ownership is’ considerably 
cheaper than the costs of the present 
system. Certainly the fact that 150 
distributor organizations ordered a 
supply of over 15,000 booklets for 
personal distribution by the sales- 
men within a month of its publication 
is positive evidence of its usefulness 
in actual selling. 

Six months after its publication 
the “Bulk Material Handbook” still 
has the momentum of a supercharged 
salesman. No signs of a slackening in 
its effectiveness are apparent. In 
fact the word-of-mouth inspiration 
of new requests for free copies in- 
dicates that The Frank G. Hough Co. 
has a bull by the tail. Through the 
issuance of this industry guide book, 
company prestige and _ leadership 
have received a booster shot the ef- 
fects of which will be felt for years. 
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New Models .. . Two new office book- 
binding kits have been developed by Tauber 
Plastics Inc. Supplementing a two-hole kit 
previously available are new three and four- 


hole kits selling for $16.90 and $29.90. 
Tauber Develops New 
Kits for Bookbinding 


Two new, inexpensive office book- 
binding kits have been developed by 
Tauber Plastics Inc. (New York). 
Each kit consists of a special punch 
and 150 Tauber Tube plastic binding 
rings. 

A three-hole punch kit is available 
for $16.90 and a four-hole model is 
offered at $29.90. Each of the 
punches can handle approximately 
15 sheets at a time, depending on the 
thickness. After punching, plastic 
binding rings are inserted quickly by 
hand. 

The new kits have been designed 
for such uses as presentations, re- 
ports, inventory sheets, advertising 
booklets, etc. Additional details are 
available from the company. 
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GRADES OF PAPER 


CHEMICAL WOOD WRITING 
This grade of paper is to be used 
for generalforms, daily reports, 
public use forms; subjected to 
casional reference infiles, and 


not too much handling. 


CHEMICAL WOOD BOND 
This grade of paper is to 
for general forms where appear 


be used 


ance is a factor and where great 
, durability, and 
ffered by the 
sulphite writing grade is desired 


er permanency 


strength than is 


25% RAG BOND 
This paper isfor records and re 
ports which are subjected to fre 
quent reference and are kept for 
a considerable period 


100% RAG BOND 
This paper isfor permanent rec- 


CHART OF 


Pencil, good; ink, good 


typewriter, good. 


Pencil, good; ink, good 


typewriter, good 


Pencil, good; ink, good 


typewriter, good 


Pencil, good; ink, fair 
typewriter, good. 
Pencil, good; ink fair 
typewriter, good, 


Pencil, good; ink, fair 
typewriter, good, 


Pencil, good; ink, fair 
typewriter, good 
Pencil, good; ink, fair; 


typewriter, good. 


Pencil, good; ink, fair; 
typewriter, good. 


Pencil, ink, or type- 
writer good, 


PRACTICAL 


PAPER QUALITIES 


STANDARD PAPERS PHYSICAL QUALIFICATIONS 


Pencil, fair; ink, fair; 
typewriter, fair. 


Pencil, fair; ink, fair; 
typewriter, fair. 


Original and 1 pencil. 
Original and 3 typewriter, 


Original and 2 pencil. 
Original and 3 typewriter. 


Up to 5 years. 


Up to 5 years. 


pproximate 


Writing quality Erasing quality Copies Permanency Durability Opacity number per 
filing inch 


Ordinary routine | Print 1 or 2sides. 


Ordinary routine 


handling. Print 1 or 2 sides, 





Pencil, fair, ink, fair; 
typewriter, fair. 


Pencil, good; ink, fair; 
typewriter, good. 


Original and 2 pencil, 
Original and 4 typewriter, 


Original and 1 pencil. 


Original and 2 typewriter. nets 





Pencil, good; ink, fair; 
typewriter, fair, 


Pencil, good; ink, fair; 
typewriter, fair. 


Pencil, good; ink, fair; 
typewriter, good. 

Pencil, good; ink, fair; 
typewriter, good. 


Pencil, good; ink, fair; 
typewriter, good. 


Pencil, ink, or type- 
writer, good. 


Original and 2 pencil. 


Original and 3 typewriter. Up to 


Original and 2 pencil. A 
Original and 4 typewriter, | UP to 


Original and 3 typewriter. | Up to 


Up to 5 years, 





Ordinary routine 


handling. Print 1 side only, 


Ordinary routine 


handling. Print 1 or 2 sides 





Print 1 side only; 
2 if very light for 
form and text. 


Ordinary routine 
handling. 


Ordinary routine 
handling. Print 1 side only, 


Heavy handling. 1 or 2 sides, 





Original and 4 typewriter. 


Original and 5 typewriter. 


Original and 3 typewriter. 
more, 


Up to 15 years,| Heavy handling. 
Up to 15 years 


100 years or 


rds of alegal or financial nature 
and will resist aging form con- 
Stanthandling, heat, light, mois- 
ture and time. « 


writer, good, 


GROUNDWOOD CONTENT MIM - 
EOGRAPH PAPER 
To be used only to help the con- 
servation program during the 
shortage of chemical pulp 


CHEMICAL WOOD MIMEO 
GRAPH 
This should be used for almost 
all mimeographed forms, bulle- 
tins, press releases, etc 


typewriter 


25% RAG MIMEOGRAPH PAPER 
This should be used when econ 
omy, speed, and convenience in 
production is desired, and at the 
Same time a certain amount of 
strength and permanence 


OFFSET BOOK 
This paper istobe used for heavy 
forms requiring unusual opacity 
in order toprint satisfactorily on 
both sides. 


Helpful Chart .. . Typical of the charts being offered by General 
Services Administration to help hold down printing costs is this 


Pencil, ink, or type- 


Pencil, fair; ink, good; 
typewriter, fair. 


Pencil, fair; ink, poor, 
fair. 


Pencil, fair; ink, poor, 
typewriter, fair. 


Pencil, good; ink, fair; 
typewriter, good 


Pencil, ink, or type- 
writer, good. 


Original and 4 typewriter. 


Pencil, fair; ink, good; 
typewriter, fair. 


Original and 1 pencil. 
Original and 2 typewriter. 


Pencil, fair, ink, poor; 
typewriter, fair. 


Original and 1 pencil. 
Original and 2 typewriter. 


Pencil, poor; ink, poor; 
typewriter, fair. 


Original and 1 pencil. 
Original and 1 typewriter. 


Pencil, poor; ink, poor; 


typewriter, poor Original and 1 typewriter. 


GSA-Printing and Distribution Branch-Washington 


100 years or 
more. 


Very little. 


Up to 5 years. 


Up to 10 years 


Up to 3 years. 


1 side only. 


Heavy handling. 1 side only. 


200 
250 
300 
250 
300 
350 
300 
350 
400 

1 or 2 sides, 

1 side only, 


Severe handling. 


Severe handling. 


Very little 1 or 2 sides, 


Ordinary routine 


handling. 1 or 2 sides, 


Extra handling for 


mimeograph, Print 1 or 2 sides, 


Ordinary routine 


handling. Print 1 or 2 sides, 


D.C 


guide to paper qualities. The chart effectively evaluates various pa- 
pers and states the type of work for which each paper is best suited. 


Hiow the General Services Administration 
Controls Government Printing Costs 


By Stanley E. Cohen 
AR Washington Editor 


One of the more interesting efforts 
to control government printing costs 
is taking place at the General Serv- 
ices Administration, where a print- 
ing and distribution branch has been 
established to supervise and process 
thousands of jobs each year. 

A substantial percentage of GSA’s 
printing work—from mimeographing 
to offset—is done in the agency’s 
own shop. Bigger jobs are planned 
and reviewed by this branch, then 
turned over to the Government 
Printing Office for production. 

The drive to control printing costs 
has been recognized as a major 
housekeeping problem of govern- 
ment. By the very nature of its 
work, government requires vast 
quantities of publication work, from 
mimeographing of press releases to 
attractive bulletins and books. 
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> For a time during World War II, 
government agencies seemed to be 
outdoing each other with fancy and 
wasteful printing. In desperation, 
Congress gave the Government 
Printing Office far-reaching control 
over the printing requisitioned by 
government agencies. 

The GSA shop came into existence 
in 1949, when GSA was set up under 
a Hoover Commission recommen- 
dation calling for a central agency 
to control government purchasing, 
the maintenance of government 
buildings, and for record storage. 

In its purchasing and building 
work, GSA is inevitably a big con- 
sumer of processed and printed ma- 
terials. Specifications and invitations 
to bid must be reproduced in quan- 
tity. Standard procedures for build- 
ing maintenance must be explained 
or promoted with thousands of GSA 
employes and hundreds of thousands 
of government employes who use 


the buildings. 


> To assure rapid and economical 
work, GSA arrived at the idea of a 
“control” point which would check 
every job to be sure that operating 
officials used the most effective 
methods of presentation, the most 
practical processes for each job, and 
received priority in handling. 

Several government agencies op- 
erate duplicating shops of their own. 
GSA’s distinctive contribution is 
that its printing and distribution 
branch fixes standards for every- 
thing published by the agency and 
exercises a veto over wasteful pro- 
posals. In addition, it decides whether 
a particular job is to be done in the 
“house” or forwarded to the Gov- 
ernment Printing Office. 

A second characteristic of the GSA 
plan is that the printing and distri- 
bution branch has been set up to 
house graphics, composition, dupli- 
cating and distribution in a single 
shop, so that jobs are followed from 
rough copy to final distribution. 
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> A further innovation is in the “fi- 
nancing” of the shop. Under the 
GSA plan, the printing and distribu- 
tion branch operates on a revolving 
fund. It is compensated for each 
job it performs, and it is expected 
to break even on its operations. 
Through the use of shortcuts and 
new machinery, the shop has actu- 
ally reduced its staff 25% in the past 
four years, while maintaining its 
volume of business. 

The plan for a “control” point as 
a device to hold down printing costs 
and provide fast service was recom- 
mended by staff members who had 
studied the problems of duplicating 
and printing service in private in- 
dustry and government. Dwight E. 
Smith, who is chief of the branch, 
had been production manager of the 
Syracuse Letter Co. (Syracuse, 
N. Y.) for 20 years before joining 
the War Production Board in 1942 
as chief of printing and distribution 
control. His assistant, Richard Cohen, 
entered government via the Navy’s 
printing and duplicating service in 
1937. 

On an average, the branch gets 
about 3,000 orders a month. In an 
effort to help its “customers” plan 
economical and efficient use of its 
services, the branch has circulated 
charts showing processes, grades of 
paper, methods of illustration and 
reproduction processes best adapted 
for particular types of jobs. It also 
publishes a price list indicating the 
cost the operating units will have to 
assume for any services that are 
ordered. 


> The charts which have been pro- 
duced by the printing and distribu- 
tion branch reflect the reproduction 
standards which have been devel- 
oped for the use of the agency and 
are not necessarily an indication of 
the actual limitations of any particu- 
lar process, Mr. Smith explains. 

For example the “Guide to Repro- 
duction Methods” recommends di- 
rect image offset for jobs involving 
up to 2,000 copies. “We know the 
process can be used for longer press 
runs,” Mr. Smith explains. “But for 
our purposes, we have standardized 
on a maximum of 2,000 for this proc- 
ess. For longer press runs, we prefer 
to use other processes which are 
readily available to us.” 

The charts have been made avail- 
able to AR, but unfortunately they 
are too large and detailed to be re- 
produced in this issue. Copies of in- 
dividual charts may be obtained 
from Mr. Smith by writing Printing 
and Distribution Branch, General 
Services Administration, Washing- 
ton oo. Le ©. 
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> These are the six charts currently 
being used at GSA: 


e Guide to GSA _ Reproduction 
Methods evaluates photographic, 
hectograph, stencil, offset and letter- 
press processes to indicate maximum 
copies, copy requirements, limita- 
tions on size and paper finish, color, 
and the types of work that can be 
done. 


e Chart of Practical Paper Qualities 
indicates opacity, durability, weight 
and other characteristics of various 
types of mimeographing and print- 
ing papers. 


e Preparation of Copy outlines im- 
portant considerations in using sten- 


Mr. Fred Tulp 
Production Mer. 
Henri, Hurst & 
McDonald, Inc. 


cils, hectograph and direct and in- 
direct image offset. 


e Photographic Services explains 
commercial photography, photostat, 
ozalid, blueprint, auto positive and 
linen master processes used by the 
agency. 


@ Graphics Presentation summarizes 
purpose, utilization and preparation 
for various forms of graphics avail- 
able in the shop including maps, 
statistical charts, flow charts and il- 
lustrations. 


e A special table is devoted to sug- 
gested methods for producing in- 
ternal telephone directories. 44 


Service Mounting & Finishing Co., 


A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 


* Portfolio 
Specialists * 


CAlumet 5-3224 


Finishers of Advertising Displays for Advertisers « 
¢ Lithographers ¢ Printers ¢ 
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is a 

saying that 

applies, 

in a complimentary 
way, to the craftsmen 
in our shop. 

It means, 

The work 

proves the 
workman. 
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PHOTOENGRAVING & PLATEMAKING 


Intelligent P lanning 


... the key to engraving economy 


An agency production manager underscores the impor- 


tance of advance planning in getting the most for your en- 


graving dollars . 


.. and suggests some proven methods 


for obtaining the highest quality with limited budgets. 


By Arthur B. Lee 
Production Manager 
Irving Berk Co. Inc. 

New York 


Strange as it may seem, the pro- 
duction manager is often expected to 
get a job of acceptable quality done 
within a set price limitation—yet he 
is given no advance control over 
some of the vital elements entering 
into the job, such as artwork, vis- 
uals, etc. 

Another equally unreasonable ex- 
pectation is that an intricate engrav- 
ing job, in either duotone or four- 
color process, can be _ produced 
according to a pre-estimated cost 
when the necessary time for doing 
the job has been drastically curtailed 
by delays, and the deadline cannot 
be extended. Result: heavy penal- 
ties in overtime charges. 

The production manager should 
always be consulted when the job is 
first being planned. Only by intelli- 
gent advance planning and pre-esti- 
mates of costs can the best economies 
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be made. This applies not only on 
photoengraving, but on all other ele- 
ments of the costs picture. Too often 
visuals are okayed and a fait accom- 
pli in artwork presented, with the 
expectation of a production miracle 
that is foredoomed to the Hades of 
excessive costs. 


> It must be realized at the outset 
that there is a law of diminishing re- 
turns in cutting costs. The cheapest 
photoengraver on the scale rate ba- 
sis is seldom worth the quality risk. 
The capable p.m. usually knows that 
quality work must cost a rational 
minimum, and to venture beyond 
the safety zone is to court disaster. 

Deciding what metal to use on a 
black and white plate can affect the 
cost basis. Whether to use zinc, mag- 
nesium or copper depends entirely 
upon the individual case at hand. 
Quite often, dealer ad material, 
newspaper ads or trade ads can be 
made on either zinc or magnesium at 
a proportionate saving. Where re- 
etching of tone values may be neces- 


sary, these metals are not as good 
as copper. Bear in mind that the 
saving is only on the basic scale 
value, but that all time charges are 
the same regardless of metal used. 

It is also possible by judicious use 
of screen veloxes that economies can 
be made, especially on coarse screen 
ad plates. 


> Equally important is the matter 
of having reasonable time to plan 
jobs correctly for maximum savings. 
Management and clients must be 
made to realize that time is literally 
money in producing all good quality 
engravings, especially duotone and 
four-color process. It always will 
seem fantastic that an investment of 
thousands of dollars worth of art- 
work and talent should be sacrificed 
on the altar of insufficient time. 

In planning four-color art it pays 
to compare costs of using Ekta- 
chrome versus Flexichrome § art. 
Rather than use more than one Ek- 
tachrome, estimate the cost of as- 
sembling them into a single Flexi- 
chrome unit. Usually a saving can 
be realized—only production time is 
a factor. Where the same four-color 
art is required for use in more than 
one job at a time, it may be advis- 
able to have duplicate color art made 
by a reliable source. For gravure 





MR. ADVERTISING MANAGER... 
MR. PRODUCTION MANAGER 
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ACR ab 


@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 

. and that is in the selection of mats. 


Why—when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
“chance”’ on the final appearance by using mediocre 
mats because they cost less? 

Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction . 
reproduction that will rival the original. 


In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 
BURGESS SUPREME TONE-TEX MATS. 


Perens 


ee ted 
BURGESS CELLULOSE COMPANY RGE 


Manufacturers and Distributors 
of Supreme Tone-Tex Mats 


Freeport, Illinois 


SPECIALIZING IN COLOR 


* 








use, duplicate Dultgen separation 
pcsitives will answer this need. 

Another possible saving on extra 
color proof charges is to get black 
and white proofs on key plates of 
color jobs for correction before color 
proofing. 
>’ Certain types of duotone color 
jobs can be so handled in preparing 
artwork that the photoengraving will 
be loss expensive to produce. The 
contentional way of preparing duo- 
tone artwork is to make it in the 
actual two colors that express the 
desired final result. When duotone 
engravings are made from such art- 
work the usual duotone rate of the 
process engraving scale applies in 
estimating the costs. 

However, if the nature of the fin- 
ished job allows it to be prepared as 
a key plate from black and white 
artwork with a registered Traceo- 
line overlay also rendered in black 
and white for the second color, a 
definite saving in the over-all en- 
graving costs will result, because a 
lower basic scale rate applies. This 
method of preparing artwork, while 
similar in some respects to the 
Bourges technique, is simpler to 
handle. 

Also, this method eliminates the 
artist’s responsibility for fidelity of 
color in the finished job, and places 
the burden of that problem on the 
engraver’s shoulders where it be- 
longs. When planning artwork of this 
nature or for that matter any art- 
work where fidelity of color is a fac- 
tor, it should always be discussed 
in advance of preparation with the 
photoengraver. This will usually 
save you costly headaches—espe- 
cially in determining correct tone 
values for desired effects, and cor- 
rect margins for color trapping. 


> When planning folders, brochures, 
etc., it is always more economical not 
to have artwork broken up _ into 
several pieces. Try to prepare your 
tone art as a single unit for the front 
and back of a folder, or for facing 
pages as per imposition of a job. If 


Soles Offices: 
PHILADELPHIA—Widener Building 
Phone: Rittenhouse 6-2161 


Gravure ee. 
39 West 60th St., New York 23, N.Y. ee) Telephone Circle Th 


‘You don't have to follow the layout that 
close, Swartz!"’ 
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They'll work 
while you 


SUPERIOR works night and day. 
When the day shop quits, the big 
night crew of forty, skilled photo- 
engraving craftsmen carry on! 
While you’re sound asleep, these 
able, conscientious workers keep a 
watchful eye on your closing dates. 
They’ll make that past due dead- 
line with the kind of plates that 
give your ads all the sparkling pull 
and power needed to do the job. 


Let SUPERIOR 
end your dead- 
line plate making 
worries. Sleep better, feel better, do more and better 
work with the effective aid only this biggest Chicago 
night shop can give! Phone or write us today. 
You'll like the efficient, dependable way we work. 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois ¢ Telephone SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting @ Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 
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this is not possible, be sure at least 
to have your mechanical in one unit, 
and use as few inserts as possible. 
On all black and white or single 
color art that involves using the 
same art elements but in different 
proportions, you can plan to have 
the retouching done primarily for 
the first job of the series. Then after 
this retouching is completed, make 
photo assembly art for the other 
jobs. While a bit of retouching will 
be required on each of the jobs, you 
will save on the over-all retouching 
costs. Also, by arranging to keep the 
tone art of each of these jobs in a 
. single unit, there will be a saving on 
9 Day & Night 3 plate costs. 44 
service! 


Consolidated Introduces 
New Electronic Engraver 


A new electronic engraving ma- 
chine, originally developed in 
Europe, has been introduced to the 
American market by Consolidated 
Photoengravers & Lithographers 
Equipment Co. (Chicago). Called 
the “Engravaplate Machine,” the de- 
vice was developed by Dr. Rudolph 
LAKE SHORE ELECTROTYPE DIY. | Hell of Kiel, Germany and marketed 
ELECTROGRAPHIC CORPORATION in Europe as the “Klischograph Ma- 
a al alle Ea LL chine.” The machine will be sold to 
American users for approximately 
$7,000. 

An electronic scanning device, 
synchronized and controlling an en- 
graving stylus, mechanically en- 
graves a pyramid-shaped dot, re- 
producing photographs in detail. 
After the engraving is completed, 
it is reversed in the machine and the 
engraved surface is then scanned to 
engrave the opposite surface, there- 
by engraving a relief of the photo- 
graphed subject to produce a make- 
ready which follows in detail the 
photographic reproduction. 

By the “reverse” engraving, the 
plates are reported to have brighter 

It may sound “corny” but we'll | highlights, darker dark tones and 
| cleaner middle tones. The engrav- 


ing process also attains 20 to 25% 
operates on the premise that | more printing depth. 


say it anyway: This business 


nothing is too good for our 
patrons. You owe it to yourself 
to judge the quality of our en- 
gravings. Color and black- 


and - white. 


Thomas F McGrath 


es 
and Associat edi 


1o ENGRAY! nage eon AL, Winols | Stylus at Work .. . This blow-up shows 
PHO oo & Winois SareGelaware 7-58 | the Engravaplate stylus at work. Contrasted 
Telepho 





+ 


with the popular Fairchild Scan-A-Graver 
which “burns out’ the dot pattern, the En- 


gravaplate stylus actually cuts away the 
plastic. 
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The Engravaplate Machine .... This 
compact unit is a complete electronic scan- 
ning device that mechanically engraves 
halftones 


> Engravaplates can be made on a 
special Nolar plastic or sheet-type 
lead. The Nolar plastics are said to 
offer many advantages over plastics 
previously used for engravings. 
They have optimum cutting quality 
and can be used for printing up to 
200,000 copies. The flexible printing 
plates can be employed not only in 
ordinary and high-speed presses, 
but may also be stuck directly on 
the form cylinder of rotary presses. 
They can be stereotyped cold up to 
20 times and hot stereotyping is also 
possible with temperatures up to 
176° F. Engravaplates are non-in- 
flammable and can be stored indefi- 
nitely. 

The Engravaplate Machine is fully 
automatic and self-contained. Op- 
erations are simple: 

1. Place a photo into the machine 
frame, face down. 

2. Place a piece of Nolar plastic on 
top of the photo. 

3. Turn on the switch and the scan- 
ning head scans the photo while the 
engraving head engraves the plastic 
plate. Within 10 minutes a three- 
column engraved halftone is com- 
pleted. 

4. Take the Engravaplate out of the 
machine, turn it around, and then 
engrave a relief makeready follow- 
ing the exact tones of the original 
halftone. 


> The new engraving machine was 
introduced to American engravers 
at the American Photoengravers 
Assn. convention in Boston. Con- 
solidated used a unique technique 
to demonstrate the machine. En- 
gravers attending the exhibits were 
photographed with a Polaroid-Land 
camera, with a large clock in the 
foreground showing the time of the 
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“GOOD LUCK’”’ is most 


often the natural reward of 


GOOD JUDGMENT 


Said an experience-ripened ad production man, ‘Sure 
looks like the hand of Lady Luck if you hit the bull’s eye 
when the odds seem against you. But when you continue to 
score 100 percent regardless of the odds, you can be sure 
that chance has little to do with it... Since ROGERS always 
seem to know exactly what you’re after in photo-engrav- 
ing reproduction, and deliver it day after day, year after 
year, it’s just plain common sense— good judgment—to 


keep on buying engravings custom crafted by ROGERS.” 


N G R A V N G 
. O M P A N Y 
Waster Craftsmen of Photo-€ngraving 


Member of 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
2001 CALUMET AVENUE ©* CAlumet 5-4137 * CHICAGO 16 





But Nobody 
Puzzles A 


Good 
Production 
Man 


Certainly not for long, anyway. . because a good production man knows 
that fine reproduction is more than a matter of luck. He knows that not 
even the best equipment and skill can coax quality printing out of just 
ordinary plates. 

That’s why more and more sharp production men are buying photo- 
engravings with high fidelity performance built right in... at... 


ENGRAVERS 
FORMERLY STEARNS & COMPANY 


It’s a brand mew mame and trademark and a grand new experience for 
buyers who demand unusually fine engraving at reasonable prices. Chi- 
cago Engravers is your starting point for fine printing results. 


+ means QUALITY photoengraving down to the smallest detail . . . 
highlighting, color corrections, tooling, proofing . . . that’s quality where it 
counts, where pride makes the difference. 


& means KiVOW-HOW with a complete staff of skilled technicians, 


authorities in their field, and all of them anxious to discuss your problems 
now. 


€ means SERVICE, too, and always on a friendly, competent basis, 
by a seasoned staff of sales personnel . . . 


Including people like Francis Braun. In 1942 Francis joined Stearns 
& Company, now called Chicago Engravers. Before that, Francis 
studied commerce at DePaul University and later spent 10 years in 
the engraving business. His engraving experience to date totals 20 


years. In that time, he has seen much progress, and says this about 
it 


“A record of performance spreads quickly. I've seen that happen 
in my II years with Chicago Engravers. In fact, one of my best 
customers today is one who tried us in a pinch 8 years ago. His whole 
printing program today starts at Chicago Engravers.” 


Sian oC 


FRANCIS G. BRAUN 


PHOTOENGRAV INGS 
WITH HIGH FIDELITY 
ae eA at MIT hie tals 
417 NORTH STATE STREET 
PH: §S 7-671 
CHICAGO 10, ILLINOIS ehcp ahs call 


exposure. The print was then placed 
into the Engravaplate Machine and 
within 10 minutes the finished en- 
graving was mounted on a block of 
wood, proofed on a proof press and a 
time stamp placed into the proof 
press type high and proofed with the 
halftone. Typical completed copy 
read: “Your picture taken at 4:08 


| pm, your Engravaplate proof com- 


pleted at 4:22 pm.” 44 


New Process Developed 
For Gravure Engravings 


A new development in gravure 
printing, which is reported to offer 
more consistent production results, 
more exact photographic trueness 
and a greater color fidelity, has been 
developed by Alco-Gravure Divi- 
sion of Publication Corp. (New 
York). Called the “Alco Process,” 
it is a method of producing gravure 
cylinders from the use of continuous 
tone positives, a contact screen and 
DuPont Ortho Rotofilm. It makes 
possible the duplication of any num- 
ber of identical copies of a film re- 
sist from one master set of matched 
positives. 

Employment of this new film re- 
sist is said to do away with the costly 
and often unsatisfactory refrigera- 
tion method which is sometimes 
used in the shipment of present 
gravure tissues. The new processed 
film resist can be shipped in light- 
weight paper cartons without any 
special protection. 

The Chicago plant of Alco-Gra- 
vure has been using the new process 
for some time and when necessary 
equipment is installed, the process 
will be used in the firm’s Hoboken 
and Los Angeles plants. Publication 
Corp. plans to make the Alco Proc- 
ess available to all gravure printers 
and engravers. 44 


Produce Portfolio of 
Toulouse-Lautrec Art 


An extremely effective method of 
exhibiting the capabilities of the 
silk screen process has been put to 
work in a unique promotion piece 
produced by Pied Piper Press (New 
York). A set of eight Toulouse- 
Lautrec sketches, interpreted in silk 
screen by the New York firm, is 
being distributed to admen. 

The rare sketches, each mounted 
on black paper background, are 
contained in a_ portfolio. The 
sketches date from 1893 to 1901 and 
are ideal for framing. 

The supply of portfolios is limited. 
Interested admen should write Vic- 
tor Strauss at Pied Piper Press, 225 
Lafayette St., New York, for copies. 
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By Dr. Grant Fletcher 
Pioneer Film Music Co. 
Chicago 


A good film is more than words 
and pictures—it must grip the view- 
er and impress him with your mes- 
sage by every means available. The 
addition of sound to film can be 
helpful or it can distract the atten- 
tion of the viewer. 

The best music for your film is 
the kind that helps most to sell your 
product. Effective music added to 
your realistic sound track will fill 
the gaps and keep the picture action 
moving. It can sustain a mood and 
underline a climax to complete the 
interest of your film. A carefully 
matched score will draw the audi- 
ence’s attention wherever you want 
it. 
> All producers know that a weak 
picture needs a musical score to sup- 
port it. But only the better producers 
realize that the well made picture 
needs a quality score. A misfit or 
hackneyed sound track detracts 
from an otherwise effective film. 

Is it good business to hire the best 
script writers, actors, and directors 
while attempting to save money by 
using low quality cameras and cam- 
eramen? Yet most advertisers and 
producers are reducing the effec- 
tiveness of their industrial and com- 
mercial films by associating good 
filming with low quality musical 
scores which fit the action vaguely. 

Producers and directors are sel- 
dom technically trained musicians. 
One look at the final cost figures and 
they will accept any musical sound 
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track which seems to be cheap. Re- 
cording engineers can find some 
music from stock libraries which 
will loosely fit the film sequences. 
The producers know that ineffectual 
script writers and cameramen waste 
money, and they hire experts in 
these lines to help cut expenses. But 
standards of effectiveness are just 
developing in the field of advertiser 
film music and few companies are 
expert enough to furnish well-writ- 
ten scores, tailored for your film, 
properly recorded and synchronized 
for a reasonable cost. 


> Music for your film is available 
from two sources: 
1. A composed score, created and 
recorded to fit your film. 
2. Stock library music. 

Let’s look carefully at the prob- 
lems connected with each type. 


The Composed Score 


Advantages: 
e It fits your film perfectly in mood 
and action. It can follow each mean- 
ing of the script or underline each 
point of a sales argument. It is 
completely designed for your pur- 
pose. 
e You can get complete clearance 
for either industrial or TV uses from 
the musicians’ union. 
e It can provide distinctive quality 
to films. (Is this worth money in 
your advertising? ) 


Disadvantages: 
e You will need a musical expert 
who can handle all your musical 
problems. 
e He will need some time to pre- 







AUDIO & VISUAL AIDS 


“Music 


for your film 






An expert outlines the basic 
considerations for planning 
background music for business 
movies and television films. 


pare, write and record your score 
most effectively. (Usually two weeks 
are necessary after he sees a work 
print, but rush jobs can be handled 
at some increase in cost.) 

e Costs are usually higher than 
stock library uses, but this factor 
can be greatly reduced by an in- 
genious composer-conductor if you 
will cooperate to help solve his cost 
problems. 


Stock Library Music 


Advantages: 
e Low cost, if done in simplest way. 
e Easily available service from any 
producer who has not signed the 
musicians’ union film agreement. 
e Where long stretches of neutral 
music can be used it is acceptable. 


Disadvantages: 
e Has no clearance with the mu- 
sicians’ union for TV use. 
@ Most stock music is used repeat- 
edly by producers everywhere, as 
only a few stock libraries are avail- 
able. (Use of other recorded music 
without paying for rights and per- 
mission is a direct violation of copy- 
right laws. Some producers are care- 
lessly using this music without noti- 
fying advertisers of the problems it 
can bring.) i 
e Real action sequences are usually 
impossible to fit to appropriate stock 
music. Producers must either cut the 
films to match the music or splice 
musical excerpts which increases 
use costs and librarian’s fees. 
e An excellent job of fitting stock 
music may take as long to complete 
and will often cost as much as a 
composed score. 


> When you compare the actual 
costs of these two sources be sure 
that you include the cost of time for 
director and engineer, choosing and 
mixing, to the charges for recording 
use on stock library music to arrive 
at accurate figures. In many in- 
stances these costs are running 
higher than producers realize and 
often are almost as much as a 
first rate individually composed job 
would be. 

A Pittsburgh company recently 
showed Pioneer Film Music Co. a 
30-minute commercial film with a 
sound track created by a stock li- 
brary in New York at a cost of 
$1,500. The director-producer asked 
us to view the film and wanted mus- 
ical comments. 

After a few minutes of the film 
had passed, we began to ask him 
what he was trying to present in his 
production and what the music could 
possibly do to help him. Since the 
producer had little musical expe- 
rience he had not considered the 
problem before and soon realized 
that many of the musical spots were 
inappropriate. For $1,500 a really fit- 
ting score could have been produced 
for his otherwise excellent picture. 


> Both advertisers and producers 
need to discuss their over-all music 
problems with some experienced 
conductor-composer before’ they 
blindly contract for either recorded 
or live music for their films. Just as 
the producer must have detailed 
plans before he can make an over- 
all quotation on a film, so must the 
musical director be able to judge the 
needs of your musical score before 
he can make you a firm quote on the 
costs. 

Here are some of the variables 
which he must consider to estimate 
costs: 

e How many men on what instru- 
ments will be needed? 

¢ How many minutes of actual mu- 
sic? 

e Is the film to be used for indus- 
trial and commercial or TV? (Union 
film rates differ for these types). 

e Can he produce the score for sev- 
eral of your short films in one re- 
cording session? (This will cut his 
basic expenses greatly.) 


> A complete breakdown of the 
musical director’s costs will include: 
hiring of composer, orchestrator, 
copyist, conductor, contractor, and 
players (whose costs cover both re- 
hearsal and recording time), record- 
ing studio rental costs (including 
recording engineer and equipment), 
furnishing a tape or film for sound 
track, plus overhead. An experi- 
enced man can cut costs by telescop- 
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Educational Unit . . . A unique idea in 
public relations is demonstrated in this mo- 
bile educational unit, donated by Minneap- 
olis Savings & Loan Assn. (St. Paul) as part of 
a citywide junior fire department training 
program. The unit is equipped with audio 
and visual aids manufactured by Ampro 
Corp. (Chicago) and is used to demonstrate 
first aid and fire prevention rules in the 
city's schools. Inspecting the unit are Fire 
Chief William Mattocks and Commissioner 
of Public Safety, Robert Peterson. 


ing some of these jobs and if he will 
furnish a package operation at a 
specific price he will save you many 
headaches. 

At Pioneer Film Music Co. we 
prefer to package all the musical 
work at one price, but let the pro- 
ducer pay for recording studio, en- 
gineer and tapes. It is a bit easier 
for us to estimate a price in this way. 
However, we can also quote these 
charges and even include negotia- 
tions for union film permits, etc. 
when we are asked for them. In esti- 
mating costs we find it necessary to 
quote a basic charge for the first ten 
minutes of music. After the first ten 
minutes we quote rates by the 
minute on a decreasing scale. This 
can cover one film or several if 
recorded during the same session. 


> Many advertisers and producers 
have made such costly mistakes in 
buying composed music that they 
have retreated to using recordings 
as the safest method. Here are a few 
cost raisers that should be remem- 
bered: 

e Avoid hiring the usual commer- 
cial radio orchestrator-arranger to 
compose your score. These men gen- 
erally use the 22-piece radio orches- 
tra combination and seldom have 
developed enough composer tech- 
nique to write full and effective mu- 
sic for smaller groups ~The 22 play- 
ers will cost you $1,1¢” ior a TV film 
(whether 10 minutes or 30) before 
any other costs enter. 

e Avoid using the full orchestra, 
playing without stop throughout the 
entire picture. Many pictures are 
made more effective by using music 
intermittently and your score can be 
improved when some spots use only 
a few of the instruments. 


e Allow only an experienced con- 
ductor to record your film. It takes 
years of conducting experience to 
rehearse and record quickly. Your 
composer may be excellent, but if he 
is not an experienced conductor 
also, hire someone else to conduct. 


> Here are some ways you can help 
cut costs for your film music and 
yet get better service: 

e Plan the use of music carefully 
with your composer and conductor. 
e Buy your score in one complete 
package. 

e Give your musical director a gen- 
eral idea of what you want—then let 
him show you the cheapest and best 
technical ways to solve the problems. 
e Always give the composer time to 
solve your problems. Let him begin 
if he can before a work print is done. 
Don’t expect him to complete any- 
thing, however, before a completed 
print is available. If you can give 
him three weeks before recording 
you will get the best service. One 
week is most necessary. More rush 
schedules demand _ hired 
that will double his costs! 
e If you can arrange your film 
schedule to record for several short 
pictures at one session it will cut 
many expenses. 44 


copyists 


Group Viewing Possible 
With New Slide Viewer 


A new pocket sized, self-illumi- 
nating slide viewer, designed to per- 
mit group viewing of slides and film 
strips, has been introduced by Ad- 
miral Photo Products Co. (Chica- 
go). Suitable for any 35mm or 
smaller slides, the viewer provides a 
clear, magnified picture from a dis- 
tance of up to three feet. 

A large group optical lens magni- 
fies without distortion, permitting 
arm’s-length viewing. The viewer is 
especially adaptable for sales pur- 
poses as both salesman and prospect 
can view slides or film at the same 
time. No focusing is required with 
the Admiral viewer, eliminating the 
need for adjusting or refocusing in 
group viewing. Uniform, diffused 
light is provided by standard flash- 
light batteries and bulb. 

The viewer is made of molded 
plastic and measures 5” high, 3” 
wide and 14” thick. A special fea- 
ture of the viewer is a hidden slide 
carrier that also acts as a lighting 
switch. The light goes on automat- 
ically when a slide is placed in the 
viewer. The Admiral viewer is 
priced at $4.95, complete with bat- 
teries and bulb. Film strip adapter 
is optional at extra cost. 44 
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New Projector Features 
Automatic Rewind Unit 


A portable projector, manufactured 
by Technical Service Inc. (Livonia, 
Mich.), automatically rewinds up to 
800° of 16mm film during projection. 
No rethreading is necessary. The 
projector’s self-contained film maga- 
zine system, by rewinding the film 
while it is being shown, enables the 
same film to be shown continuously. 

The TSI “Suitcase” projector, as 
described in an illustrated folder 
available from the manufacturer, is 
a complete self-operating unit. It 
can be set up quickly and needs no 
accessory equipment. Both film 
screen and sound speaker are self- 
contained within an attractive one 
unit carrying case. 

The 800’ film capacity magazine is 
power driven and rewound on a con- 
tinuous magazine platter. It will run 
22 minutes of sound or 32 minutes of 
silent movies continuously. For self- 
contained projection, a film screen, 
which measures 135 square inches, 
folds out and snaps into place. A 
mirror reflects the picture onto the 
screen. Magazine films also can be 
shown on any conventional screen. 
This is accomplished by merely mov- 
ing the mirror aside. 


>The same “Suitcase” projector is 
also equipped for reel arm projec- 
tion. Reel arms, which hold up to 
2,000 feet of film, are built into the 
machine and can easily be set up to 
show up to 55 minutes of sound mo- 
tion pictures. The same 135 square 
inch self-contained screen is used. 
Reel arm 
shown on 
screen. 


also be 
conventional type 


projection can 
any 


TSI “Suitcase” projectors are man- 
ufactured with either the DeVry or 
Bell & Howell projection and sound 
systems. Light in weight, the com- 
plete unit weighs approximately 40 
pounds. Total dimensions of the case 
measure 14x22x12”. Continuous 
Magazines are interchangeable be- 
tween both DeVry and Bell & Howell 


models. 

Clear pictures can be obtained on 
the self-contained screen in any 
lighted room, the company claims. 
Magazine insertion, which eliminates 
complicated rethreading, makes the 
machine simple to operate. Forced 
air cooling is provided in the mech- 
anism to insure safe operation against 
heat. Details are available from the 
company. 
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H.C. Price Pipelines 


in Bolex 


3-D movies 


Bolex 3-D movies for tough industrial jobs 


[LURING the summer of 1953, H. C. 
Price Co. of Bartlesville, Oklahoma, 
constructed pipelines for four major 
companies: Tennessee Gas Transmis- 
sion Co., Southern Natural Gas Co., 
Texas Gas Transmission Corp., and Gulf 
Interstate Gas Co. It was decided to 
make the first 3-D pipeline movie about 
these four projects, for seldom has one 
pipeline firm worked on so many big 
jobs at one time. 

Mr. Joe D. Price says: 

“When making movies in the past we 
were limited to a lateral motion across 
the screen. Any forward movement was 
hard to portray because with a “flat” pro- 
jection the image only grew in size on the 
screen. Now, with 3-D the forward mo- 
tion is not left up to the imagination; the 
eye actually sees the movement as it pro- 
gresses toward the viewer. Bolex 3-D 
enabled us to show pipelining in its true 
form — with its ever forward movement. 
At the Gas Association convention the 
audience was most enthusiastic leaving 
little doubt that our initial 3-D venture 


had been most successful, and Bolex 3-D 
has proved itself an effective medium for 
the presentation of a difficult industrial 
subject.” 


For information on making Bolex 3-D in- 
dustrial movies, see your Bolex Franchised 
Dealer, or write: 

Paillard Products, Inc., 100 Sixth Avenue 
New York 13, N.Y. 

Outside U. S. write Paillard, S. 
Croix, Switz. 


. 2 Ste. 


Bolex Stereo System complete with Bolex H-16 
DeLuxe camera, taking and projector lenses, 
screen, two pairs Polaroid glasses and Close-up 
Attachment (as shown). $783.00* 


16mm Industrial Movies 


ARE ABEEEALAC 
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Major Services Develops 


Twin-Size Acetate Folder 


A special acetate folder for dis- 
playing double-page spreads in 
sales portfolios without cutting the 
spread in half has been developed 
by Major Services (Chicago). 
Called the “Twin-Folder,” the 
transparent holder permits display 
of a double-page spread with all 
four pages visible. It is available in 
a variety of sizes. 

The Twin-Folder is one of eleven 
versatile acetate protectors shown 
in a flyer produced by the firm. 
Other items include regular folders, 
special envelopes, shop ticket hold- 
ers, wrap-around covers, collapsi- 
ble sleeve-type boxes, etc. 


For your copy circle Ne. 1217 on the 
Reader's Service Card inside back cover 


Victor Produces New 


Film on Television 


A film designed to show the quali- 
ty and diversity of today’s television 
programs has been produced by 
RCA Victor. Entitled “Television,” 
the ten-minute film was created to 
introduce television to areas which 
have new TV stations. 

To give a quick cross-section of 
what TV offers, the film uses scenes 
from different types of programs. 
Dave Garroway is the narrator. The 
film features clips from the Groucho 
Marx program, “You Bet Your 
Life”; telecasts of Toscanini and the 
NBC Symphony orchestra; scenes 
from the Brian Donlevy series, 
“Dangerous Assignment,” and from 


“Hopalong Cassidy.” 44 


QUALITY FILM COMMERCIALS 
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BDO ele) pod) ea ees 
bE aD ees sO ee) | ald 


SEND US YOUR STORY-BOARDS FOR “QUOTES” 


ey Mee 


LLM LATA 
Sell Wore’ . 


. STANDING 


SITTING 


WITH A Bipenadcter 


THE PERFECT SALES KIT 
Combines a Ring Binder Display Unit with a Handy Zipper Case 


Attracts and holds prospect's attention by setting up sales material 
at a 30° angle when he is standing, or a 60° angle when he is sit- 


ting. Two pockets hold order pad, circulars, etc. Weatherproof 

i. zipper closure. 
| Xx SEND FOR FREE FOLDER 

Y S. = g 1708 W. WASHINGTON BLVD. 

L Z ates a0le, OC. CHICAGO 12, ILLINOIS 


Color Tones and Acetate 
Used in Heating Display 


A portable sales demonstration 
unit which employs changing color 
tone and an acetate strip to visually 
demonstrate the working of a “Magic 
Brain” temperature control for home 
heating systems made by A. O. Smith 
Corp., has been designed by Carter 
& Galantin (Chicago). 

The main portion of the display, 
lighted from within, depicts a living 
room scene and below it a furnace 
with cold air return and warm air 


pipes. The underside of the cover 
of the unit contains a cut-out space 
into which three different versions of 
the living room scene can be moved 
by turns of a dial. Changes in the 
coloring indicate variations in 
warmth of the room under inefficient 
heat control systems. 

In a heating system, the “Magic 
Brain” control is installed in the cold 
air return. When a salesman slowly 
pulls an acetate strip at the top of the 
display, the cold air intake flow ap- 
pears to increase, and simultaneously 
the furnace flame grows larger and 
the color of the warm air flow turns 
a darker red. This demonstrates to 
a customer how the company’s sys- 
tem increases the amount of heat 
sent to the living quarters. 

The unit weighs less than three 
pounds and, when closed, has the 
appearance of a portable typewriter. 





Ampro Introduces New 
Lift Out Projector 


A new 16mm sound motion picture 
projector, called the Premier “40,” 
designed for business, institutional 
and home use, has been introduced 
by the Ampro Corp. (Chicago). The 
“40” features a lift-out case con- 
struction and employs Ampro’s 
Dyna-Tone sound system which in- 
cludes a high fidelity amplifier. 

The lift-out construction simpli- 
fies servicing of the amplifier and 
lessens the weight of the projector 
for easier handling. The Dyna-Tone 
sound system permits full range, 
theater-type sound reproduction. In- 
corporated into the “40” is a special 
pre-amplifier circuit which can be 
used as a separate amplifier for pub- 
lic address systems. 44 


Slide Chart Offered 
By Rug Manufacturer 


A clever, pocket-size decorating 
aid, called Decor-Rater, is being of- 
fered by A & M Karagheusian Inc. 
(New York), manufacturers of Guli- 
stan carpets. The 4x9” slide chart 
tells how to blend colors of carpets, 
walls, draperies, upholstery and ac- 
cents. 

One side of the chart, manufac- 
tured by Perrygraf (Maywood, IIl.), 
has a series of 13 die-cut openings 
through which various colors are 
seen. At the top of the chart is a large 
opening through which 11 different 
carpet colors can be viewed, one at 
a time, by pulling the slide. In the 
remaining 12 openings, three colors 
each for walls, draperies, upholstery 
and accents come into view as each 
carpet color is selected. 

The first side of the chart also has 
a color wheel made up of pure 
colors which shows how one color 
blends into the next. Several basic 
“rules” for color selection are given. 


> On the reverse side of the chart 
is another series of die-cut openings 
which tells how to blend carpet 
styles, furniture periods and woods, 
upholstery, wall treatments and 
types of draperies. There are also 
five important factors to consider in 
buying carpets—color, decorative 
character, use, quality and price, and 
design. Another section tells how to 
select the right size of carpet. 

The chart is being offered to cus- 
tomers in magazine and newspaper 
advertising. It is available both from 
the company by mail and through 
retailers. Samples may be obtained 
for 10¢ from Carole Winslow, Guli- 
stan Home Decorator, 295 Fifth Ave., 
New York 16, N. Y. 44 
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By Leon S. Theil 
Editorial Director 
Match Industry Information Bureau 


There was a time when the adver- 
tising world thought of match books, 
if at all, as a medium for selling 
consumer products and services— 
candy, soft drinks, restaurants, ho- 
tels, etc. Times have changed, appar- 
ently. It has been discovered that 
people smoke while at work. As a 
result, the match book has become 
as important a tool for the salesman 
as his calling card. 


The big news in the match industry 
during the past few years is the ex- 
tent to which industrial advertisers 
have increased their share of this 
250-billion reader medium. (That’s 
the number of paper matches used 
annually in the United States, ex- 
posing the user to the message on the 
match cover as each match is 
struck.) One company, which for- 
merly counted 87% of its advertisers 
among consumer products and serv- 
ices, now calculates that 85% of its 
match books promote industrial 
lines. 


A saleman who might formerly 
have left a calling card today prefers 
to hand over a match book as he 
talks. He knows it is far less apt to 
land in the waste basket after he 
leaves. And it isn’t even fated to 
find an obscure corner of a desk 
drawer. As evidence that it stays be- 
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fore the recipient, one match com- 
pany reports a test in which a sales- 
man left packets of six match books 
on “first calls,” and was remembered 
in 97% of the cases after a three- 
week interval. 

Many company advertising man- 
agers now combine match books 
with their direct mail campaigns, 
sending them out by the packet or 
carton at periodic intervals. When 
one advertising agency checked “re- 
cipient demand” for a_ plumbing 
supply manufacturer, it found that 
93% of the mailing list wanted to 
continue getting them. 


> In using match books, however, 
the value of careful planning is apt 
to be overlooked in some cases be- 
cause the medium represents a 
small percentage of the total ad- 
vertising budget. One industrial ad- 
man who does not leave the effec- 
tiveness of his advertising match 
books to chance is H. C. Todd, man- 
ager of advertising and sales pro- 
motion for Solvay Process Division 
of Allied Chemical & Dye Corp. 
Solvay industrial chemical prod- 
ucts have a history extending back 
more than 70 years. The diversified 
line of 35 types of products embraces 
an increasing variety, thanks to a 
forward-looking research program 
which extends through the range of 
the product line. Laboratory devel- 
opment has led to many additions 
in the list of alkalis, chlorides and 


PREMIUMS, PRIZES & SPECIALTIES 


ow Match Books 
Sell Products 


Match books play an important role in sell- 
ing Solvay industrial products. The company 
has used them for 10 years . . . and devel- 
oped an effective program for their use. 


other chemicals produced in the 
company’s various plants. 

Mr. Todd’s advertising and pro- 
motional program has been keyed 
to meet the interest of customers in 
more than 62 classifications of in- 
dustry, including among’ them 
makers of glass, paper, textiles and 
metal—the basic range of American 
economy. 


> Throughout all of his program is 
a keynote of emphasis on the quality 
and prestige of the company name. 
And to assure this emphasis, he de- 
votes the same carefully-planned 
effort to a medium comprising less 
than 1% of his total budget—match 
books—as is given to any other. 

For approximately 10 years, match 
books have been a part of the Solvay 
promotional program, which in- 
cludes advertising in some 110 trade 
publications; advertising in consum- 
er media for one item—calcium 
chloride as a dehumidifying and 
dust-laying agent; displays for trade 
shows and retailers; more than 150 
pieces of literature, for personal con- 
tact and direct mail, and a wide va- 
riety of consumer giveaway items 
such as calendars, bridge and canas- 
ta pads, golf tees, etc. 

In considering the use of match 
books, Mr. Todd viewed it as a 
“salesman’s_ calling card” which 
could convey both a message and an 
impression. 


> As an advertising medium, which 
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Thousands of 
Sales Executives 
Are Using This 
Book Profitably 


It’s Yours Free... 
THERE'S NO OBLIGATION 


Sixteen pages of facts about 
successful industrial advertising 
programs. Learn why other manu- 
facturers, converters and distribu- 
tors use low-cost, proven Universal 
Match Book advertising to develop, 
improve and maintain customer 
relations . . . increase sales and 
profits. See how these companies 
extend their sales efforts with in- 
dividually designed Match Book 
distribution plans to reach specific 
markets. It's important reading in 


these days of competitive selling! 


Write for your 
free copy today 


a 


©) 
UNIVERSAL MATCH 


CORPORATION 
Serving the Nation and Its Business 
1501 Locust St. ¢ St. Louis 3, Mo. 

Sales Offices in Principal Cities 


meets some of the considerations of 
giveaway items, Mr. Todd required 
two basic points: 


e It must be practical—useful to the 
recipients. 


e It must be quality—of its type. 


> And, in planning the design of 
his match books (the design is al- 
tered every year) he required it to 
pass an eight-point test: 


1. It must be practical—and in the 
case of the match book, which by its 
nature is a utility item, that meant 
to him that it must be more practical 
than the next fellow’s advertising. 
The Solvay match books contain 30 
matches; the more common match 
book offers the user only 20. 


2. It must be a quality item. h. 
planning his match book, Mr. Todd 
considers it worth while to pay for 
six extras—30-stick books, lami- 
nated cover stock with a_ glossy 
sheen finish, imprints inside the 
match sticks, a tray for packaging 
the match books in packets of six, 
and a cellophane wrap for holding 
the packet together. 

“Tf handled correctly,” Mr. Todd 
explains, “the match book has a very 
definite place in the sales picture. If 
it’s not good, he won’t use it, and 
you can’t get him to.” 

The extras that Solvay purchases 
on match books bring the cost of the 
medium up to a fraction over seven 
cents for each packet of half a dozen 
books that are given out. This com- 
pares with a minimum figure in the 
range of 34 cent apiece, without the 
extras. 


3. Nevertheless, the match books 
still meet the third requirement, 
which is that the item be inexpen- 
sive enough for widespread distri- 
bution. 


4. For Solvay, a fourth requirement 
—and a basic one that runs through 
Mr. Todd’s advertising program—is 
to sell the entire line. Many steady 
customers of years’ standing have 
been known to buy one Solvay 
product without being aware of the 
company as a supply source for 
other items they need. Mr. Todd re- 
calls the purchasing agent who 
bought soda ash from a Solvay 
salesman for years, who discovered 
only through the match book that 
the company also makes paradi- 
chlorobenzene. For the past few 
years, a Solvay product has been 
named in an imprint on each match 
stick. The usefulness of these im- 
prints has been attested by such 
comments as, “I never knew all the 
things you people make!” and “Send 
over some of those match books— 


* SAVE THIS COUPON . 
fart Reosiery Roan, 


Bonus Club .... A new hosiery bonus club 
plan has been originated by Holeproof Hos- 
iery Co. (Milwaukee) to build store traffic 
for its dealers. The plan evolves around a 
coupon series. A hosiery customer will be 
given one coupon with each pair of Luxite 
stockings she purchases. When she has col- 
lected 12 coupons, she redeems them for one 
pair of hose without cost. Holeproof is offer- 
ing this counter display card announcing the 
club plan to dealers. 


I’m down to the ammonium bicar- 
bonate match in my last book!” 


5. To Mr. Todd’s way of thinking, 
the match book is a source of infor- 
mation, not just a “name reminder.” 
In addition to the listing of products 
on the match sticks, the book pro- 
vides a listing of addresses of the 
company’s 13 branch offices, on the 
inside flap. Advertising, he believes, 
should provoke action. 

Although Solvay match books are 
planned basically for distribution by 
salesmen, Mr. Todd estimates that 
approximately 25% are given out at 
conventions, trade association din- 
ners, and service club banquets. The 
company’s sales organization inten- 
sively covers approximately ten con- 
ventions a year, and the match books 
offer one sure means of providing a 
“convention contact” with an ad- 
dress to reach long after he has 
emptied his pockets of the business 
cards that accumulate during this 
type of shindig. 


6. For the salesman’s giveaway, and 
for the convention outlet, Mr. Todd 
regards it as primary in his planning 
that the match book avoid blatancy 
in its design. 

“You can’t have a match book 
that is a walking billboard, or that 
makes the user a walking sandwich 
board,” he explained. “The recipient 
can’t be made ashamed to use it in 
public.” 
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Solvay salesmen report that their 
contacts have mentioned throwing 
away match books from other 
sources, which packed too much 
“hard sell” on the front cover, at the 
same time requesting more of the 
Solvay books. 

The Solvay match book has only 
the company emblem on the front 
cover, usually in small enough size 
to fit into one corner and leave a 
good area of blank space. A slogan, 
such as the phrase “It pays to speci- 
fy Solvay,” appears on the rear cov- 
er, in a chaste type. On the collar, 
the current match book identifies 
the company’s business and age with 


the line, “Alkalies—Since 1881— 
Chemicals.” 


7. Another factor which comple- 
ments the design emphasis on quali- 
ty and dignity is a combination of 
two elements: variety and conti- 
nuity. Every year the design changes 
slightly, to “keep the match book 
alive.” Yet, with each design change, 
continuity is maintained. 

One means of maintaining conti- 
nuity is through color. The company 
colors—blue and white—are the only 
colors used. But one year the imprint 
is blue on a white field, and the next 
year the design is white on blue. 
The treatment of the company em- 
blem on the front cover is also 
varied. 


8. Another precaution planned in 
Solvay’s match book program is to 
avoid over-saturation. Mr. Todd 
notes that many companies make the 
match books available by the carton, 
and that salesmen will pass out these 
cartons of 25 or 50 books. For his 
purposes, he feels that the packet of 
six is more effective—offering 180 
readings. 

“We'd rather have them wish they 
had more than wonder, ‘What am I 
going to do with all these?’” he ex- 
plains. 


> For a company with a variety of 
products, and the variety of custom- 
ers that is characteristic of Solvay, 
Mr. Todd points out that an adver- 
tising program is an endless preoc- 
cupation with detail. He puts the 
same care into match books, involv- 
ing less than 1% of the budget, that 
goes into display advertising. Simi- 
larly, the programs for each product 
are based on the needs of that 
product. 

This approach precludes a “per- 
centage of sales” type of budget. 
Some Solvay volume-sales items 
cannot benefit saleswise from adver- 
tising, and other smaller-volume 
products will profit from “heavy 
sell.” The Solvay program is based 
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on “what can advertising do for 
sales?” 


> One Solvay item calls for a unique 
match book approach. 

Some 40 per cent of the company’s 
calcium chloride production is mar- 
keted to government officials for 
highway skid control in the winter 
and dust-laying in the summer. This 
chemical is sold by several produc- 
ers, who in turn compete with the 
large number of suppliers of rock 
salt. Salt is cheaper, volume for vol- 
ume, but the disparity is reduced be- 
cause the chemical is mixed with 
cinders and other less costly abra- 
sives for road use. 

The advertising program also has 
the task of making two other points: 
(1) that it acts more quickly than 
salt in removing ice danger; (2) 
that it prevents re-freezing of the 
highway, which rock salt does not. 

The problem is to reach both the 
technical staffs who decide what 
anti-skid to use, and their non-tech- 
nical superiors who budget the 
funds. Budget-minded people . are 
inclined to be somewhat stiff about 
higher-unit-cost items, until long- 
run savings are proved. 


> To get the message across, Mr. 
Todd needed a direct-contact me- 
dium which could cut across federal, 
state, county, city and township 
officialdom. 

A medium was needed to reach 
such varied state officials as con- 
struction and maintenance adminis- 
trators, district and resident engi- 
neers, and maintenance foremen; 
county commissioners, engineers 
and maintenance foremen; city en- 
gineers, township trustees and road 
supervisors. Each state highway de- 
partment has 75 to 100 men whose 
support is needed; each of Pennsyl- 
vania’s 1,100 townships, three men; 
each of Ohio’s 88 counties, six men. 

Since no publication covers such 
a disparate grouping, it was up to 
a direct-contact medium to do the 
job. A utilitarian item like a match 
book would fit the picture, but it had 
to be different enough to make an 
impression. 


> For the task, Mr. Todd designed 
a special match book. On its front 
cover is pictured an icy highway 
with sanding truck seen head on, 
and the message, “Stop skids!” The 
rear flap shows the same truck and 
icy highway, rear-view—but the 
highway itself has been sanded 
where the truck has passed. The 
“sanded” portion is the friction strip 
against which the matches are struck, 
located there is part of the illustra- 
tion instead of the usual place. 
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RCA VICTOR 


for promotions 
and premiums 


Want to coax a car to give 
its own sales pitch? 


eeeeveoeveeveeve eevee ee ee eee ee & 
Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


If it's your job 
to help 
“move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
wOGtES to the moon : 
TRIS as a premium: 


eeeeeveeeveevweeveeeeeeeeeeeeee 


Custom 


, Record 
ne AMD Sales 


Radio Corporation of America, RCA Victor Division 
New York Hollywood 


Chicago 


RCA Victor Custom Record Sales, Dept R-120° 
630 Fifth Avenue, New York 20, New York 
Rush me by return mail your free record 


and descriptive “idea” folder on the ef- 
fective use of records as: 


( premiums 
NAME____ 


O promotions 


TITLE... 
FIRM____ 


ADDRESS_ 
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| ' So Perfect for — 
BUFFETS — PARTIES 
SMORGASBORD 
‘ICE BOX RAIDS’ 


Here’s something TRULY DIFFERENT 
for BUSINESS & SOCIAL FRIENDS 
MAYBE, an ‘Extra One’ JUST for You 


THESE SUMPTUOUS ‘BIRDS’ are delightful 
down to the ‘Last Sliver’ . Plump, full- 
breasted U.S. Grade A selected Turkeys, de- 
liciously CURED with Rare Spices and Zesty 
Aromatic Herbs . . Smoked to Perfection over 
Fragrant Hickory Embers and Flavor-Sealed 
to retain Tangy Tastiness . . No cooking nec- 


essary INSTANTLY Ready-to-Serve 
ORDERS FOR ONE, or ANY QUANTITY, 


may be filled through your favorite local 
dealer If he CANNOT SUPPLY YOU 
use ORDER COUPON below for Prepaid 
Shipment “Direct from Our Plant.” 


your Gift Card enclosed All packing and 
shipping details carefully handled on YOUR 


schedule date 


STATE WEIGHT DESIRED for each VIENNA 
Hickory Smoked’ TURKEY ordered. (Ap- 
proximate sizes — 8, 10, 12 lbs.). Price de- 4 
livered $1.75 per lb. . . Shipment guaranteed | 


Satisfaction guaranteed, or 
money cheerfully refunded 


EACH TURKEY INDIVIDUALLY BOXED, with 
| 


within Railway Express delivery limits. | 


VIENNA SAUSAGE MFG. CO. | 


Processors of Fine Foods for 60 years) 
\ 1215 S. HALSTED STREET (Dept. AR ) 
CHICAGO 7, ILLINOIS 
\ Operating under U. S. Govt. Inspection) 


WHEN ORDERING DIRECT 
USE THIS “SMOKED TURKEY” ORDER COUPON 
(Or, own letterhead) 
Please SHIP PREPAID ‘One’ VIENNA TURKEY to me; or, 
the following number to names on enclosed 
ibs. @ $1.75 


enclosed 


Gift List. Approx. weight each 
per ib. Check or M.O. for $ 


Name 


Str. Add 


City 


Decal Jobbers Profit from AR 


Morris Rabin, Sales Manager, 
Minute Man Decalcomania Co., 
writes, 

“Small space ads have pulled 
phenomenally inquiries 
turned over to jobbers and 
substantial number of orders 
already written ... great many 
large size orders now in proc- 
ess of being closed.” 


AR gets Reader Action 


The 30-match book is sure to catch 
the eye, thanks to an imaginative 
“stopper” of a design. As a function- 
al gift, it is welcomed by the top 
men the salesman contacts in gov- 
ernment offices concerned, and by 
the road workmen he gives them to 
alongside the highways. And, at the 
same time, the match book allows 
some vigorous “sell” in its message. 

“Abrasives treated with Solvay 
calcium chloride stick to the sur- 
face,” reads the rear flap. Inside the 
cover are listed such telling points 
as, “Stick to the surface . . . will not 
blow away;” “Will not freeze in 
stockpiles;” “Last longer . . . go fur- 
ther more economical;” and 
“Give immediate skid protection.” 

The “hard sell” of his 60,000 cal- 
cium chloride match books, in con- 
trast with the more institutionalized 
approach of the company’s general- 
ized match book, illustrates Mr. 
Todd’s philosophy of tailoring the 
advertising to each individual prod- 
uct of his company, and devoting 
equal care to all media employed.4 4 


TV Buyers to Get Free 
English Course in Cuba 


A free English language course on 
phonograph records is being offered 
in Cuba with the purchase of an 
Admiral TV-radio-phonograph com- 
bination by the Admiral distributor 
for Cuba, Television y Aire Acondi- 
ciondo, S. A. 


According to James R. Oberly, 
president of Admiral Corp. Inter- 
americana, the popularity of the 
course is an indication of Cuba’s 
interest in North American affairs, 
since there are no English language 
TV programs on the island and 
Spanish is the official language used 
in all business transactions. Even 
Cuban dealers are purchasing the 
English album for their own use, 
said Oberly. 

The Admiral executive stated that 
Cuba is enjoying a TV boom second 
only to the United States. With 
eight stations already on the air, he 
continued, the republic has more 
stations than any other country in 
the world. Oberly estimated there 
are over 100,000 sets in use on the 
island, putting Cuba fourth behind 
the U.S., England, and Canada in set 
ownership. Four stations are oper- 
ating and one is under construction 
in Havana, while others are located 
in Matanzas, Santa Clara, Camaguey 
and Santiago. Programs from these 
eastern Cuban cities often are picked 
up in Haiti, Jamaica and the Domin- 
ican Republic. 44 


Stir, Store and Pour... A new Bake- 
lite polyethylene plastic container, designed 
by Tupper Corp. (Farnumsville, Mass.) facil- 
itates easy mixing, storing and pouring of 
Minute Maid Corp.'s (New York) frozen or- 
ange juice. Produced by the Bakelite Co., 
division of Union Carbide & Carbon Corp. 
(New York), the plastic is resilient to break- 
age, flexible over a wide range of tempera- 
tures and resistant to water, food and grease. 
The container is designed for convenient 
mixing of one can of concentrated juice. 
Water is added to the concentrate until 
mixture reaches line marked on container’s 
side. It has a non-drip pouring spout. The 
containers are being sold in retail grocery 
outlets that handle Minute Maid Frozen 
Orange Juice. 


Mystery Shoppers Used 
To Test GE Salesman 


“Star Salesman” pins and mer- 
chandise prizes were the awards for 
top retail appliance salesmen who 
“nassed” an unusual test of sales- 
manship staged by General Electric’s 
home laundry equipment depart- 
ment. GE hired shoppers from Will- 
mark Service System Inc. to shop 
stores handling its laundry equip- 
ment. Willmark’s “mystery shoppers” 
rated salesmen and decided the 
award winners on the basis of their 
use of GE “Tell-Sell” display ma- 
terial. 

GE’s “Tell-Sell” display includes 
an automatic clothes washer, an au- 
tomatic dryer, a wringer washer, and 
a 7x334’ wall copy panel. The panel, 
printed in six washable colors, fea- 
tures “Sell-O-Grams”—terse pres- 
entations of outstanding features of 
each of the appliances, with appro- 
priate illustrations. 

Salesmen were informed that their 
store was to be “shopped,” but were 
not told the specific time and did not 
know the identity of the mystery 
shoppers when they appeared. 44 
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New Giveaway Has Dice, 
Calendar and Tombstone 


A pair of dice, a tombstone, a 
calendar and a company sales slogan 
have been combined by Arthur Art- 
mor Plastics Corp. (Cumberland, 
Md.) into a novel and thought pro- 
voking advertising giveaway. 

The complete unit, resembling a 
small self-standing desk calendar, 
measures 6” wide, 3” high and 1” 
deep. Made of white plastic, the 
front section of the giveaway con- 
tains an enclosed, recessed viewing 
area. This area extends across the 
lower half of the unit. Inside, on the 
extreme left side, is a three-dimen- 
sional, miniature tombstone resting 
on a small mound. The entire bottom 
of the recessed section is covered 
with simulated green grass. A pair 


of dice is also enclosed in this sec- 
tion. 


Across the top of the clever give- 
away is attached a monthly calendar 
pad. Space is allocated directly be- 
low the calendar pad for imprinting 
a company name. The tombstone 
has the time-honored letters “RIP” 
on it. The entire front of the unit 
is covered with a removable piece 
of transparent vinyl plastic. The 
vinyl allows the dice to be rolled 
around within the recessed area 
without falling out. It also protects 
the calendar from being soiled and 
slips out for monthly calendar 
changes. 

A hard-sell message is contained 
on a die-cut card which fits around 
the tombstone and across the back 
of the recessed viewing area. 

Additional details are available 
from the company. 


For your copy circle No. 1218 on the 
Reader's Service Card inside back cover 


Tape Holders .. . Pressure-sensitive label 
tapes are being marketed by Labelon Tape 
Co. (Rochester, N. Y.) in book match folders. 
The folders contain no matches but instead 
a packet of Labelon tapes cut to convenient 
label size. The tapes can be written on with 
any blunt instrument—writing appears be- 
neath the plastic surface of the labels. The 
outer layer protects the writing against 
smudging, dirt and most liquids. The handy 
folders make a good give-away or premium 
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Contests and Premiums 
Covered By Associated 


Associated Activities Inc. (Min- 
neapolis) has effectively compiled in 
a booklet, called “The Letter from 
Willie Jones,” the various stages 
from beginning to end of a typical 
premium promotion. Also compiled 
in the booklet are some of the fac- 
tors involved in contest promotion. 

The booklet discusses such phases 
in premium promotion as automatic 
opening and sorting of mail, auto- 
matic coin and stamp counting, reply 
labeling, and the packaging and 
mailing of premiums. Such topics as 
screening, judging, and the charting 
of results and trends are covered on 
contest promotion. 


For your copy circle No. 1219 on the 
Reader's Service Card inside back cover 


Tool and Tackle Boxes 
Illustrated in Folder 


A portfolio of premium ideas, fea- 
turing metal and plastic tool, utility 
and tackle boxes, is being offered by 
Hamilton Metal Products Co. (Ham- 
ilton, O.). Fifteen examples of the 
boxes for a variety of uses are de- 
scribed and illustrated in the catalog 
portfolio. 

The portfolio also contains illus- 
trations of a special picnic bucket 
called the “Scotch Cooler.” The 
bucket, which has a four gallon ca- 
pacity, can be used to carry ice or to 
keep liquids, sandwiches, ete. cold. 
The bucket has a tray for dividing 
liquids from other foods and an 
attractive “Scotch” plaid covering. 


For your copy circle No. 1220 on the 
Reader's Service Card inside back cover 


Imprinted Hand Lotion 
Pack Is New Giveaway 


A “Handi-Lotion Pack” contain- 
ing three generous applications of 
high quality lotion sealed in foil is 
a new advertising specialty give- 
away made by Ray-Gor Mfg. Co. 
(Minneapolis). The foil pack comes 
in a holder similar to a book of 
matches. The top flap of the holder 
is suitable for company or store im- 
printing. 

The company suggests the item 
can be used as a giveaway by laun- 
dries, dry cleaners, drug. stores, 
beauty shops and all types of ladies’ 
shops. Foil on the lotion pack is 
available in plain or glossy stock. 
Prices on the glossy stock range 
from $38.50 for 500 to $70 a thousand 
on orders of 5,000 or more, with 
prices on the plain stock slightly 
lower. 44 


cH Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are now 
available: 


107... 


...The Public's 


Time and Cost Guide for Produc- 
ing TV Films 

by Lee Randon 

February, 1953 25¢ 
Preferences in Cal- 
endars 

February, 1953 25¢ 


..Display Package Builds Sales for 


Zymenoi 
by Webster Kuswa 
March, 1953 25¢ 


..Need To Save Money? Why not 


Try Cartoons in Your Advertising? 
by Sid Hix 
March, 1953 25¢ 


...Old Types Never Fade Away 


by Edward M. Diamant 
March, 1953 25¢ 


..The New Look in Advertising Spe- 


cialties 
by William E. Coffman 
March, 1953 25¢ 


..Do's & Don'ts for Television Com- 


mercials 
by Harry Wayne McMahan 
March, 1953 25¢ 


.. 55 Ulcer Reducers for Exhibitors 


April, 1953 25¢ 


.. RCA Builds Dealer Prestige 


May, 1953 25¢ 


._Do's & Don'ts for Better Engravings 


June, 1953 25¢ 


Three Dimensional Business Movies 
Become a Reality 
June, 1953 25¢ 


..How To Design Packages for Self- 


Service 
by Frank Gianninoto 
May, 1953 25¢ 


..How To Build A Press Kit 


. .Gadgets 


.21 Ways To 


by Phil Richman 

June, 1953 25¢ 
& Gimmicks Help Sell 
Plymouths 

July, 1953 25¢ 


Unconscious Emotions Affect Im- 
pulse Buying 
by Lea & Tek Osborn 


July, 1953 25¢ 


Aid Dealers with 
Point of Purchase Material 
July, 1953 25¢ 


Rear Screen Projection Solves Carl- 
ing's TV Problem 

June, 1953 25¢ 
Trading Stamps Build Repeat Busi 
ness for Denver Merchants 

by Frank Lynn 

September, 1953 25¢ 


.How To Prepare Packages for Rack 


Merchandising 
by Arthur Weiss 
October, 1953 25¢ 


.How To Prepare Jingles for Radio 


Spots 
October, 1953 25¢ 


Reprints of editorial features are offered here 
as a special service to AR readers. Please send 


number 


and name of article with exact amount 


in coins, stamps, or check to: Reprint Editor, 
Advertising Requirements, 200 East Illinois St., 


Chicago 


Sorry 
$1. We 


TT, O. 


» we can't handle credit orders under 
"Il be happy to bill you for larger sums 





INVISIBLE INK 
POST CARDS are NEW 


Just DIP IN WATER and ‘‘Presto”’ 
your COMMERCIAL Message or 
CHRISTMAS Greeting Appears Instantly. 

When Card is Dry—The Message 
Disappears. When Dipped in Water 
Again the Message Re-Appears. 

Same Card can be Used Many 
Times—Passes thru Many Hands. 

JOBBERS WANTED 


Ask for Samples and Catalog 


M. E. MOSS AND CO. 


HARTFORD 8, CONN. 


Printed to order in 

all sizes, choose from 

thousands of available 

up-to-date stock plates 
a 


C.S. Hammond & Co. 2, 


AND MAPLEWOOD WN J 


STIMULATE YOUR 
BUSINESS WITH 


7 2 

9 Te (SFRET OWING SS ans J | 
= ®puT A*KICK* IN YOUR AOVERTISING 
WITH THESE NOVEL RUGGER DOLLARS-CAN 
BE IMPRINTED WITH YOUR SLOGAN, TRADE- 

MARK, OTHER CODY-ATTRACTS ATTENTION 
—~ "USED NATION-WIDE BY MANY PROMINENT 
5 9) MOVERTISERS-SEND COPY FOR FREE ESTIMATE 


$s co. 


iP 
CE MANHATTAN AVE. BROOKLYN 22°N*¥* 





Thorough 
is Washington 
Coverage In 
Advertising Age 


Topay, more than ever 
in America’s history, the eyes of 
business are on the Nation’s Cap- 
itol. Stanley E. Cohen, AA’s 
Washington Editor, does a bril- 
liant job of reporting legislative 
proceedings and the decisions of 
special bodies, such as the Fed- 
eral Trade Commission, that are 
of great interest and importance 
to admen and advertisers. AA’s 
Washington news alone is suffi- 
cient reason for your subscription 
to “The National Newspaper of 
Marketing.” 


w 


One full year of AA—52 issues 
—only $3.00—-SUBSCRIBE NOW 


Advertising Age 


200 E. Illinois St. * Chicago 11, Ill. 


| 
: 


-——_—_=— = 
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Sloane Produces New 
Ball-Point Pen Gift 


A new, retractable ball-point pen 
that cannot be returned to your 
pocket until the point is retracted is 
now available as a premium gift 
from the Sloane Pen Co. (New 
York). The pen and its features are 
illustrated in a circular available 
from the company. 

The circular shows two different 
models, one retailing for 59¢ with a 
highly polished cap and the other re- 
tailing for 69¢ with a satinized cap. 
Such features as permanent and in- 
stant-drying ink, full length metal 
cartridge, gold-lacquered metal caps 
and a butyrate barrel are listed. The 
pen is opened by pressing a button 
and closed by pressing the clip. 

Prices to premium users, including 
a three-line imprint limited to 14 
letters per line, range from 50¢ each 
on purchases of 100 to 249 pens down 
to 39¢ each on purchases of 5,000 or 
more on the more expensive pen. 
Prices on the less expensive pen 
range from 45¢ each on purchases of 
100 to 249 pens down to 34¢ on pur- 
chases of 5,000 or more. Prices with- 
out the imprint are $38.23 per gross 
for the cheaper model and $46.55 
per gross for the more expensive 
model. Refills are $14.40 per gross. 


For your copy circle No. 1209 on the 
Reader's Service Card inside back cover 


Tiny Puffing Cigaret 
New Exhibit Give-Away 


One of the cleverest give-away 
items being offered is a miniature 
“self-smoking cigaret” manufactured 
by Display Features (Drexel Hill, 
Pa.) It has been used by the Satur- 
day Evening Post as an exhibit booth 
give-away. When lit, the tiny cig- 
aret sends out puffs of smoke and 
glows on the end simulating the ash 
end of a real cigaret. 

The Post handed out the cigarets 
with a small die-cut, cardboard 
rooster, the base of which folded into 
a stand. A small hole, punched in 
the rooster’s mouth, served to hold 
the cigaret. The rooster was drawn 
holding a copy of the Post and pro- 
motion copy was printed on the front 
of the unit. 

The manufacturer can furnish the 
cigarets separately or as a package 
consisting of die-cut figures and cig- 
arets. The figures are made with 
self-folding stands with appropriate 
advertising printed as required by 
the exhibitor. Additional details are 
available from the company. 


For your copy circle No. 1210 on the 
Reader's Service Card inside back cover 


Robbins Catalog Shows 
Many Business Gifts 


The complete “Executive Line” of 
advertising specialties and business 
gifts is described in a 32-page, il- 
lustrated catalog published by Al- 
fred Robbins Organization Inc. (New 
York). In addition to the gifts, the 
catalog gives a handy list of pointers 
on the use, selection and distribu- 
tion of business gifts. 

Listing more than 25 varieties of 
business gifts, the catalog includes 
such items as key chains, ash trays, 
cigaret lighters, desk accessories and 
pocket accessories. 


For your copy circle No. 1211 o 


Reader's Service Card inside back 


Packaged Cadie Cloths 
Offered As Premiums 


Ten different varieties of Cadie 
cloths, manufactured by Cadie 
Chemical Products Inc. (New York), 
are available in attractive packages 
as give-aways or self-liquidating 
premiums. They can be imprinted 
with the company trademark and 
advertising message. 

The 10 types of Cadie cloths, as il- 
lustrated in a full-color catalog sheet 
available from the manufacturer, are 
jewelers’ rouge, silverware, shoe 
and leather, auto body, metal and 
brass, dog cleaning with chlorophyll, 
furniture, shoe white, anti-fog win- 
dow and glass, and a pressing pad. 


circle No. 1212 on the 
Reader's Service Card inside back cover 


For your copy 


Desk Organizer . 
heavy 


. . Designed to hold 
correspondence folders, catalogs, 
small and large papers, this new Desk Or- 
ganizer has been introduced by Mayer Mfg. 
Corp. (Chicago). The specialty is available 
in brown, gray and green. It contains nine 
sections, separated by wire separators one 
inch apart, and is equipped with rubber feet 
and a strip for labeling each compartment 
Further information is available from the 
company. 


For your copy circle No. 1236 on the 
Reader's Service Card inside back cover 
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Serials Trading cards that present 
chapters of adventure stories are being used 
as unique candy bar inserts by Ziegler’s 
Candy Co. (Milwaukee). Set shown is a 
series of 26 different colored cards that tell 
the story of ‘Little Zig of Giant Bar Ranch 

Each lithographed card is a ‘chapter’ of 
the story. The card also forms a firm base 
for the candy bar package. The trading 
cards, created by Milprint Inc. (Milwaukee) 
are children's collection and trading items. 
Other series tell a space ship story and 
several short stories. 


Globe Maps Listed In 
llustrated Booklet 


Covering its complete line of globe 
maps, George F. Cram Co. (Indian- 
apolis) has compiled a 16-page illu- 
strated booklet. The globes range in 
size from 8 to 16” in diameter. They 
are available in both wood and metal 
mountings. 

Most expensive model is the Ex- 
ecutive which has a 16” diameter, 
full movable meridian, solid walnut 
pedestal cradle, stands 42” high and 
sells for $97.50. Small 8” metal 
mounted globes sell for as little as 
$3.95. Such features as statue mount- 
ings, celestial and territorial globe 
handbooks, illumination, modern and 
antique bases and bases containing 
an atlas are described in the booklet. 


‘New Automatic Pencil 
Offered by Elk Supply 


A transparent automatic pencil 
made of Lucite is being offered as 
an advertising specialty by Elk Sup- 
ply Co. (Buffalo). The pencil can be 
completely transparent, with the 
mechanism and extra leads visible, 
or can be transparent in the center 
only with colors at each end. 

Imprinting is hot-stamped with 
steel type in any color. Any two 
colors may be chosen for the pencil, 
itself. Models for both fine line or 
regular lead are available. 

Prices, including imprinting, range 
from 69¢ in quantities of 50, to 41¢ 
in 10,000 quantities. 
literature is available. 


Descriptive 


Rec 
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Dartnell Designs Handy 
Monthly Memo Booklet 


A salesmen’s “diary” and memo 
booklet is being issued monthly by 
Dartnell Corp. (Chicago). The 412” 
x 3” paper-backed booklet is 
crammed with tips on selling tech- 
niques and handy sales helps as well 
as space for daily memo entries. 

Each month the Dartnell booklets 
are mailed to subscriber companies. 
They contain such items as mottoes— 
“Girls look more spic with less span” 
and “Free advice is seldom worth it;” 
1,000 word articles on how to make 
more sales; cartoons illustrating 
effective sales strategies; list of sales 
objectives for this month; business 
summary for the month and a “sales 
clinic” which gives ideas for getting 
new orders. The booklet also con- 
tains daily entries for memos, ex- 
penses, calls made and_ towns 
covered, with space to list new 
names and addresses. 

Dartnell has published a folder 
with a sample booklet attached de- 
scribing the service and listing prices. 
Prices range from 30¢ each for orders 
of less than 10 copies to 23¢ for 
orders of over 100 copies. 


e No 


Colorful Coles Prize 


Book has 1,700 Items 


Possibly one of the most complete 
and attractive sales contest prize cat- 
alogs available, is the new 68-page 
prize book created by Ross Coles and 
Co. (Chicago). In an effort to “glam- 
orize” its sales incentive catalog, the 
company has made liberal use of 
color, added many new prizes, and 
has included prizes that appeal to 
the salesman’s entire family. 

The 10x13” catalog contains more 
than 1,700 prizes, nearly all nation- 
ally advertised products. Prizes 
range from baby dolls to bedroom 
sets and from lawn mowers to foot- 
balls. A concise prize point index is 
included, with point values ranging 
from 30 points for a fountain pen to 
95,400 points for a diamond ring. 
Each item is indexed for easy refer- 
ence to its point value. 

Additional details, which are avail- 
able from the company, give the cost 
of the catalogs and prizes and also 
pointers on how to use its point sys- 
tem. Full-color illustrations of prizes 
are included throughout the book, 
and the cover shows a pretty girl 
printed in full-color on heavy en- 
amel stock. 





GET ACTION WITH 


| THIS ATTRACTION! 


15c per set 
in give-away 
package 
17c per set 
in mailing 
carton 


Useful kitchen premiums have proved their 
sales-building appeal time and time again 
—and Campbell's 3 piece plastic set tops 
‘em all for real pulling power at low cost! 
Bright colors! Embossed capacities on 
Spoon handles! Kitchen Scoop is big 2 
cup size! Six inch Scraper is solid plastic 
and pliable! 

Sets packaged for give-away or mailing. 
Free samples. Prompt action. Write today! 


W. E. CAMPBELL COMPANY 


Phone MElrose 2629 
Dept. 1, 32 N. Western Ave., Dayton 7, Ohio 


the readers 


of AR spend 
$3,000,000,000 


AR goes only to actual buyers of 
advertising materials, equipment, and 
services, and goes to far more of 
them than are included in the audi- 
ence of any other publication. 


It provides the specialized editorial 
information which these buyers need 
and want, and which they cannot 
obtain anywhere else. Editorially and 
circulation-wise, Advertising Re- 
quirements covers your field specifi- 
cally, with power and penetration 
never before available. Write today 
for details on the truly amazing re- 
sponse which this new publication is 
producing. 


Gavdvert ising 
Requirements 


| 200 E. Mlinois St. Chicago 11, Ill. 
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it doesn’t cost 


a penny more 


to use tlie finest 


typographic service 


in the world 


Send today 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-12 
Chicago 11, Illinois 


Gentlemen: Please send me your free Typographic 

Handibook and full information on how you can benefit 

by Monsen Services no matter where you are located. 
No obligation. 


name 
title 
address 


city 


You save money when you can turn over the details of typo 
mark-up and specification to your typographer...with confidence. 
You save money when your typographer uses every known 
device in a sincere effort to hold costs down. You save money 
when you can rely on the proofreading of your typographer. 
You save time when you buy from a typographer who is big enough 
to give you immediate service. You save time when your etch 
or repro proofs are dry and smearproof when you get them. 
You save time when your proofs are square and correct in all 
details... with no “adjustments” required in the paste-up. 
You save money when your engraver or lithographer can get 
sharp clean negatives from the type without extra handwork. 
You make money when the final appearance of the ad or 
literature attracts the eye, makes friends and closes sales. 
Ihese are the advantages of using Monsen typographic 
services...services that are specifically created to give 
you the finest typography in the world...in a form that 


saves you time and money at every turn. 


Serving the typographic needs of customers in 48 states and throughout the world 


MONSEN-LOS ANGELES, 928 S. Figueroa St. 
MONSEN-WASHINGTON, D. C., 509 F St., N. W. 


Monsen-Chicago, Inc. 


22 East Illinois Street, Chicago 11, Illinois 
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Production standards for the han- 
dling of magazine advertising in 
business, industrial and trade publi- 
cations have been released by the 
Productioneers, New York organi- 
zation of business magazine produc- 
tion personnel. The standards, which 
cover the full range of magazine ad- 
vertising production problems in 
this field, were developed by the 
organization in consultation with 
representatives of advertisers, ad- 
vertising account executives, agen- 
cy production managers, publication 
printers and magazine publishers. 

While the standards are in the 
form of detailed recommendations, 
they outline generally accepted trade 
practices which have developed in 
the business magazine publishing 
field through the years. Production- 
eer spokesmen said that the recom- 
mendations, by spelling out current 
practices, will help to expedite the 
handling of advertising copy and 
materials, and to aid advertisers, 
agencies and publication production 
managers in doing a more efficient 


job. 


Some sections of the new stand- 
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LAYOUT & TYPOGRAPHY 


Productioneers 


Standards for 


Business Paper 


Advertising 


@ This guide establishes a set of basic production 
standards for business publication advertising. 


ards have been incorporated in pub- 
lishing standards of both national 
business publications and associat- 
ed business publications and the 
Productioneer standards are being 
used in a new course in business 
magazine and house organ produc- 
tion at New York University. This 
course is being taught by David 
Saltman, Cowan Publishing Corp.. 
who is president of the Production- 
eers. 


> The new standards cover such 
phases of magazine advertising pro- 
duction as insertion instructions. 
proofs, typeset advertisements, print- 
ing plates and engravings, altera- 
tions of plates, bleeds and oversize 
plates, alterations of original copy. 
shipment and storage of plates, colo 
advertisements and proofs, and serv- 
ice charges. Under the color section, 
the standard colors of the American 
Assn. of Advertising Agencies are 
recommended. 

The committee of the Production- 
eers which developed the new 
standards included Mr. Saltman; 
Joseph Davis, Publisher's Weekly; 
Frank Myrick, Bookbinding and 


Book Production; Fay Travers, 
Modern Photography; Robert P. 
Long, Modern Lithography; Victor 
Strano, Chain Store Age; Robert 
Perazzo, C. J. O’Brien Co.; and Rob- 
ert O’Brien, Apparel Manufacturer. 

The standards were compiled over 
a period of more than a year and 
have received the approval of the 
New York Production Men’s Club, 
comprising advertising agency pro- 
duction managers. 


Productioneers Standards 


It is recommended that the fol- 
lowing principles shall govern the 
submission of advertising to be 
placed in a business or trade publi- 
cation, printed by letterpress from 
printing plates or type or a combina- 
tion of both. 


General 


e Insertion instructions shall be 
supplied for every advertisement 
and shall clearly state the following 
information: name of publication, 
name of advertiser, date to be in- 
serted, size of advertisement, identi- 
fication of advertisement (proof of 
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NOW AVAILABLE 
IN NEW YORK 


ON FILM 
ON PAPER | 
ANY SIZE » MANY FACES 


Display, body, tabular. . all set at 
machine speed. Beautiful, sharp, 
smear-proof. Perfect for offset, gra- 
vure, photoengraving, silk screen 


TYPE SPECIMEN BOOK ON REQUEST 


GILCAR CORPORATION 


202 E. 44 St., New York 17, N. Y. 
CTs) Tela ey oy ell 0) 


Lettering or 


Lettering 


ad to be furnished if possible) and 
color instructions. 
e Proofs will be furnished only if 


complete copy and cuts are submit- 
ted on or before closing date. 


e If copy is incomplete the ad can- 
not be processed unless accompanied 
by plates, where plates are required. 
e It is the responsibility of the ad- 
vertising agency (or advertiser 
when copy is submitted direct) to 
deliver copy, cuts and insertion in- 
structions to the publication. 


Typeset Ads 

e Copy should be typewritten, dou- 
ble spaced, on 8x11” sheets of 
paper, on one side of the sheet only. 
e A layout should be submitted 
showing proof or sketch of cuts to 
be used. If copy is not accompanied 
by a layout, or type size and style 
are not specified, ad will be set at 
publisher’s discretion. 

e If type and decorative material 
specified by an advertiser are not 
available at the publisher’s printing 
plant, the publisher shall use such 
other type and decorative material 
as most closely corresponds thereto. 
e Type, rules and illustrations posi- 
tioned at an angle must be plated 
and blocked at the angle desired. 


Does Both! 


Use this Art Department typesetter and 
photo-lettering machine to produce 
finished photo-proofs of type and hand 


lettering ata fraction of usual cost 


Select from over 700 type faces 
and lettering styles. the latest 
designs of leading lettering 


artists * 


Ask for a demonstration on 
your desk See the easy- 
to-operate Filmotype 
produce ready-to-use 
lines of smooth flowing 
scripts. snappy casuals 


modern romans and gothics 


Then find out how little it costs 


to have a Filmotype of your own! 


* Write for your Style Manuals today 


Filmotype 


60 WEST SUPERIOR - CHICAGO 10. ILUNOIS 
4 WEST 40th STREET - NEW YORK 18, NY. 


e Recommended minimum 
size set in ads: 6 pt. 


type 


Printing Plates 


e All printing plates must be 
blocked unless otherwise specified. 


e If press run is 25,000 or more, 
zine engravings will be used at ad- 
vertiser’s risk and publisher’s dis- 
cretion. If same zinc engravings are 
to be used more than once, electros 
should be made. 
engravings are 

times. 


e Plates other than zinc, copper, 
magnesium or electrotypes are not 
recommended, and will be accepted 
only subject to publisher’s approval 
and advertiser’s risk. 


However, copper 
preferable at all 


e Engravings and electrotypes are 
to be submitted for printing with 
dead metal completely routed. 


@ Mechanical alterations on print- 
ing plates will be billed to adver- 
tiser. 

e Plates for double page spreads 
(except center spreads) should be 
furnished as individual page plates. 
If on one block they will be cut 
apart at advertiser’s risk. 


Bleeds 


e Full page ad plates in excess of 
type page size are oversize plates, 
and will be considered as bleed ads. 


e Bleed plates shall not be larger 
than the size specified in publisher’s 
rate card. Plates exceeding bleed 
measurements will be trimmed at 
advertiser’s expense. 


e Type matter and important details 
of an illustration not intended to 
bleed should be kept at least 3s” 
from the outside edges of the plate; 
and, in side wire books, at least 5%” 
from the binding edge. 


Author’s Alterations 


e Deviations from original copy and 
layout are considered author’s al- 
terations and will be billed to the 
advertiser when deemed 
by the publisher. 


excessive 


Shipment and Storage of Plates 


e Shipment of plates requiring 
transportation by air or special mes- 
senger will be made at advertiser’s 
expense. 

e Ad plates not used within a 12- 
month period will be destroyed un- 
less specific request is that 
these plates be returned. 


Color Ads 


e AAAA standard 
ommended. 


made 


colors are rec- 
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@ Where color other than AAAA 
standard colors is desired and exact 
color matching is important, printed 
color samples should be submitted 
rather than manufacturer’s ink 
number. 


e Color plates should be accom- 
panied by progressive proofs or 
properly positioned overlays. Color 
bars should be shown. 


Service Charges 


@ When a publisher is required to 
furnish artwork, special typefaces 
or decorative material, reproduc- 
tion proofs or printing plates for an 
advertisement, cost will be billed to 
advertiser. 44 


Linotype Offers Booklet 
Showing Eldorado Faces 


A distinctive specimen brochure 
designed by W. A. Dwiggins and 
featuring Eldorado, his latest type- 
face creation, has been issued by 
Mergenthaler Linotype Co. (Brook- 
lyn). The booklet, containing a com- 
prehensive history of the influences 
which culminated in this versatile 
face, is presented as a complete 
showing of Eldorado in its several 
sizes. 

Eldorado is the result of experi- 
ments begun early in World War II 
to develop a type face that would 
provide maximum spatial economy 
without in any way = sacrificing 
nicety of design or readability. In 
1942, when government regulations 

A SHOWING OF 
A NEW LINOTYPE TYPEFACE 


CALLED 


oorado0 


NOW OFFERED IN THESE SIZES 
6, 7, 8, 9, 10, 11 & 12 point 


THE SERIES of experiments that culminated in the type- 
face E_porapo began in 1942. The designer was trying 
for a face that would fall somewhere within the general region 
of Bookman, Garamond, Century Schoolbook, in “color” 
and ruggedness. Those faces make a page more brunette than 
was usual before their arrival. One wanted a face that should 
be sturdy, and yet not too mechanical—one that would keep 
some of the modelling characteristics that result from writing 


Eldorado Showing ... This is the open- 
ing page from Linotype’s new booklet show- 


ing new Eldorado typefaces designed by 
W. A. Dwiggins. 


December, 1953 





restricted the use of paper, publish- 
ers were searching for small types 
which would enable them to comply 
with the conservation measures. 
Dwiggins—creator of Caledonia, 
Metro and Electra—was inspired at 
the time by a type used in Spain 
during the 18th century, and he saw 
the possibility of developing such a 
compact, yet attractive face. Work- 
ing with the Linotype Co. during 
the next two years, he completed the 
drawing of Eldorado and its italic. 

Unfortunately, subsequent war- 
time restrictions on the use of brass 
and other metals used in the manu- 
facture of matrices prevented cut- 


ting of the Eldorado series until 
recently. Once again, however, pub- 
lishers are concerned with conser- 
vation of paper, and the availability 
of Eldorado offers a new and at- 
tractive means to achieve space 
economy. 


> Eldorado, which is available with 
italic and small caps in 6, 7, 8, 9, 10, 
11, and 12-pt. sizes, is a pleasant, 
reposed letter that combines grace 
and legibility. It has a density of 
color and a sturdiness of design that 
places it in the general category of 
Bookman, Garamond, and Century. 

The name Eldorado, itself, is sym- 


A revolutionary 


new machine can bring you 


machine-set type in sizes 
from 4 point to 288 point 


WARWICK 
PHOTOTYPE 
PRODUCES 


uf 


or any intermediate size. 
Warwick Phototype comes 
to you directly on film for 
stripping in, or on paper 
for paste-up. Write for the 
complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. | 
Dept. F-12, 920 Washington Ave., St. Louis 1, Mo. 


Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 


<cqiraic oO 





IFREAITFTICIC ATICIAL AA ATEDIAIC 


+$ SAVER — 


FOR EVERY AGENCY 
OR AD DEPARTMENT 


Doubles and triples output of artist 
in making layouts and finishes. 
Scales accurately. 


USED BY ART DEPTS. OF ALL SIZES 


REDUCE 
SWIPE 
COPY 


"9 © Letter. 
veS © Trick 
“Swipes” yi 
* 400% En. 
Reduction . 
18” x 24” 


‘NS © Perspect; 
Distortions . 
Make “Stats” 
largsement or 
Viewing area 


SEE YOUR 


LOCAL DEALER 
WRITE FOR FREE 
CATALOG {1.312 


PIT ase lato 


coe shh 7 Nae a: NEWARK 2,N.J 


Ta eT ra 
on your Type Bills 


CUT TYPE COSTS BY AS MUCH AS 90%! 
Set your own headlines, body type 
or ce ymplete jobs with FOTOTY PE. 
Anyone in your office can save 
you $9 out of $10 on type costs. 
A stenographer set this entire ad! 
@ Brochures, catalogs, direct-mail, 
house organs, ads, letterheads. 
@ Over 250 type styles and sizes. 
Send for FREE catalog today! 


a SS 
Ps 2 <— 
<1 
FOTOTYPE“ 
, , 1413 ROSCOE STREET 
CHICAGO 13 


AR Sells Clocks, Too 


“Two inquiries already con- 
verted into substantial orders... 
a number of others may result 
in additional business... AR has 
proved capable of helping us sell 
our line of clocks,” says Bernard 
Stern, General Manager, Mod- 
ern Clock Advertising Co. 


AR Gets Advertising Results! 


bolic of the time between old Spain 
and the New World, and while the 
type retains the distinctive curves 
of its Spanish antecedents, a strong 
American influence is evident in its 
bearing. It is a versatile typeface, 
suitable for book, periodical, and 
advertising typography and it re- 
produces equally well by letterpress, 
offset and gravure on all kinds of 
paper stock. 

Copies of the Eldorado brochure, 
which also contains a comparison of 
the seven sizes, are available. 


For your copy circle No. 1221 on the 
Reader's Service Card inside back cover 


Offer Copies of Famous 


Oz Cooper Type Gauge 


A handy and compact type gauge 
which offers a larger point coverage 
than the average type-sizer used to- 
day is being offered to admen by 
Bertsch & Cooper Inc., Chicago type- 
setting house. The plastic gauge has 
markings to size types running from 
5 to 15-point. Also included are 
agate, pica and inch gauges. 

While in a new, streamlined form, 
the type gauge was developed about 
40 years ago by the late Oswald 
Cooper, one of America’s foremost 
typographers and type designers. His 
most famous face, Cooper Black, has 
long been one of the better known 
and most used American types. Oz 
Cooper originally designed the 
gauge for use in his own shop, which 
has become Bertsch & Cooper. 

The handy tool should find an im- 
portant spot on the desk of every 
adman, especially copywriters, lay- 
out and production men. It is avail- 
able free of charge. 

y circle No 1222 on the 


Card inside back cover 


‘Remember telling that new boy to go 
out and make a pick-up?” 


Small Space Ads Shown 
In Jay P. Walk Booklet 


The proverbial impossibility of get- 
ting a quart of water into a pint 
bottle is belied by an interesting 24- 
page booklet published by Jay P. 
Walk, Chicago advertising typogra- 
pher specializing in small space ads. 
The Walk booklet shows over 100 
examples of how a maximum amount 
of information can be squeezed into 
a minimum amount of space—and 
still be legible. 

Included in the booklet are several 
“before and after” examples, show- 
ing how improved typography has 
added punch and greater legibility in 
crowded ads. In addition to small 
space ads, the examples include spe- 
cial mailing pieces, envelope corner 
designs, and other printed material. 

The booklet should provide a 
handy reference manual for anyone 
faced with the problem of preparing 
small space ads or ordering tightly- 
set type. 


For your copy circle No. 1223 on the 
Reader's Service Card inside back cover 


New Lettering System 
Developed by Artists 


A new form of “cold type” called 
Cello-Lettering has been developed 
by an agency art director and the 
head of an art service. The new 
lettering system features letters 
printed on the back side of thin, 
clear acetate sheets. Each sheet has 
an adhesive backing and is bonded 
to a corrugated type backing which 
facilitates cutting of the letters. 

Cello-Lettering is the brain child 
of Jules Kopp, art director for Erwin, 
Wasey & Co. Ltd. and William Sass, 
both of Los Angeles. They have 
formed The Art Directors’ Letter 
Service to market the materials. 

According to the originators, Cel- 
lo-Lettering alphabets have been de- 
signed by some of the outstanding 
lettering men in the country. Each 
alphabet is printed on an 812x11” 
sheet and contains a selection of 
characters, the number depending on 
average usage. Each sheet sells for 
$1.35. 

No boning or rubbing is necessary 
to make the characters adhere to the 
base. After photography it is pos- 
sible to replace the letters on the 
original corrugated backing sheet 
for reuse. 

A 32-page booklet has been pre- 
pared to show samples of the 108 
styles of type available. 


For your copy circle No. 1224 on the 
Reader's Service Card inside back cover 
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uses a wide 
variety of 
identification 
materials 

fo introduce 


When National Distillers Products 
Corp. announced an unprecedented 
move this fall—offering the public 
an 86 proof and a 100 proof bottling 
»f straight Kentucky bourbon, under 
the same brand label—the company 
‘urned up some unprecedented ad- 
ertising and promotion planning, 
00. 

The label involved was the fa- 
mous, 118-year-old Old Crow, top 
seller in the premium bottled-in- 
pond bourbon field since the turn of 
he century. The “father of scientific 
distilling,” James Crow, who estab- 
ished the first standard-formula 
production of bourbon at Glenn’s 
reek, Ky., in 1835, is receiving ma- 
jor attention in the advertising pro- 
igram. 

} This is believed to be the only 
liquor industry promotion in which 
the founder of a brand receives im- 
portant credit. 


| 
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SIGNS & IDENTIFICATION MATERIALS 





Cut-out Crows... Among the variety of identification materials Old Crow used to launch 
a new bourbon were these cardboard cut-out free standing versions of the company's crow 
emblem. Largest bird is 5“6”. Smaller birds come in sets of two. 


> Another record is in the size of 
budget—$1,500,000 to be expended 
over a 90-day period—which is 
backing the introduction of an 86 
proof label as companion piece to the 
world-famous 100 proof Old Crow. 
The quality bottled-in-bond has 
been a top seller since the turn of 
the century, ranked as one of the 
two top sellers in the premium bour- 
bon class last year, and shows a 12% 
increase to date in 1953. As a prestige 
bourbon name during the 1800's, the 
Old Crow label commanded pre- 
mium prices; it also was widely 
counterfeited, leading to passage of 
the federal bottled-in-bond law, in 
1897. 

Priced at $1 a fifth less—$4.95 
against $5.99, in the New York area 
—the new 86 proof bottling is ex- 
pected to tap new markets for the 
Old Crow label, particularly as a 
“pouring whiskey” for on-premises 


consumption and as a premium brand 
among lower-priced straight bour- 
bons. 

To reach these markets, Lawrence 
Fertig & Co. Inc., Old Crow advertis- 
ing agency, is placing one third of its 
budget in consumer magazines. A 
newspaper advertising program cov- 
ers 125 papers, on a weekly-insertion 
basis from Sep. 14 to Dec. 7, with ads 
ranging from full page to 400 lines. 

In addition to a campaign in trade 
periodicals and outdoor media in 
certain areas, a tremendous signs 
and identification materials program 
has been developed. A total of 46 
promotional aids is planned, includ- 
ing 38 point of sale items. A volume 
of more than 251,000 pieces is in- 
cluded among the point of sale items, 
including a variety of window dis- 
play cards, shelf, shelf-strip and 
counter pieces, and streamers and 
pennants. 
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Display Pieces . . 


> Among the unusual display pieces 
is a 30” lamp, whcse base is a giant 
Old Crow bottle, and whose shade 
shows three Currier & Ives type 
historical scenes used in advertising. 
The scenes show Senators Daniel 
Webster and Henry Clay as friends 
and customers of Mr. Crow, and a 
lawsuit being prosecuted against a 
counterfeiter of the Old Crow label. 
The lamp was created by National 


TOPFLIGHT TAPE 


CHICAGO e 


tt EL Leb PT 


A variety of lithographed display pieces 
were provided dealers to promote the new bourbon. For inside the 


World Famous 





Distillers Products. The lamp base 
is produced by Berry Pink Indus- 
tries Inc. (New York) and the lamp- 
shade by Star Brite Shade Co. 
(Starbrite, N. J.). 

A total of 1,000 of the lamps will 
be available. 


> The crow symbol—which dates 


back to an 1879 label of the com- 
pany’s product—appears in plastic 


YORK, PENNSYLVANIA 


Bortled in Bond 





Now offers a Lighter Milder 


7 
Pee Pe i 


store, there were shelf strips, wall panels and case cards (left). For 
windows, Old Crow sent this three-panel 621/2x40” display (right). 
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Bottling at a Lower Price 
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statuettes. These are manufactured 
in two sizes by the Carbondale Toy 
& Novelty Co. (Carbondale, Pa.). 

The crow also appears in cutouts 
of free-standing cardboard. One of 
these is a giant 5’6” bird. Smaller 
crows come in sets of two. Sets in- 
clude a left-facing and right-facing 
crow, and each set comes in three 
sizes of 20, 30 and 40”. 

They are made by Einson-Free- 





color < 


TAPE PRINTING .e .- 


For the first time, three colors can be printed 
at one time on pressure-sensitive tape! More. 
colorful point of purchase advertising is now 
available. Three ink colors combined with col- 
ored tape makes four color effects possible. 

Another improvement from the world’s largest pro- 
ducers of pressure-sensitive advertising materials. 






More information and samples on request. 


COMPANY 





NEW YORK 
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man Co. Inc. (Long Island City, N. 
Y.), which received the huge as- 
signment of producing all litho- 


graphed items in the program. Wr. 2D. Cal, th PF’ 
Among the lithographed pieces is | wien 

a three-panel display, 6212x40” in eur 

size. Reproduced in eight colors on eo et 

rich, glossy, white Kromekote stock, BUILD G00D WILL \ v 

and painstakingly lettered, the dis- ee 

play is built to permit removal of 


one or both wing-cards to fit space | AND SALES 


requirements. 


> Other lithographed pieces include: WITH Pr 


© A 4934x30” wall panel. 


© A case card, 15x20” DEALER-SERVICE 


@e Vertical and _ horizontal — shelf 


strips. DECALS! 


e Free-standing Old Crow bottle 
cut-outs, for the 86 proof and the 
bottled-in-bond, each in 14 and 26” 
sizes. 


decal merchandiser, says: 


e A price utility sign and a pair of 
Old Crow price arrows, in sets of 


two pointing right and left, 2714x8' ; AN Art| x 
jf ‘ i 
e An oval brand name plaque, card- Y 
board-backed, 32x2334”. ae Se Decorative ia E- CON 


Flooring VO 
e A five-piece pennant set, with the 


same oval sign as center piece and 
with reversible end pieces promoting 
the bottled-in-bond on one side and 
86 proof on the reverse. 

e A streamer, 29x13”, with circle 
for price insertion by retailers. 


> Among the display items for re- 

tailers, other than paperboard, are: 

e An Old Crow plastic counter top, 

20x1434”, printed in eight colors on & ; ; as 

a flat piece of heavy vinyl plastic for ack up your franchised dealers! tising. Remember, every type of PF 


ed ic, colorful ail 
use on retailers’ counters, produced Point them out with dynamic, colorful decal — window decals, nameplate 


PF decals! On windows, doors, store ; 
, Einson-Freeman ). : ; ; decals, product-decoration decals 
py Sim . Ce interiors, PF decals identify your “P : 


e A. brand-promotion _half-gallon dealers . . . help you cash in on the decal valances — sticks to its job of 
wire rack, holding one half-gallon pulling power of your national adver- turning impulses into sales! 

bottle, and manufactured by Man- PF DECALS . . . your last link between advertising and the sale! 
hattan Wire Goods Co. (New York). 
e Giant glass bottles, both for the 
bottled-in-bond and 86 proof, for 
display use, made up by Berry Pink 
Industries Inc. (New York). St 


art services, eeeeveveveve8ne2e2e20280280280280808¢ @ 


e An Old Crow metal sign, in three 
sizes—1x3’, 2x3’ and 2x6’—manufac- iii 
tured by Allen Morrison Sign Co.. : Se 

; a without obligation 
(Lynchburg, Va.). 


consultations Please send me your Dept. AR 12 


FREE BOOKLET ‘“‘DECAL-WAYS TO SALES!” 
with samples of PF decals. 


e 

of 

* 

e 

ft 

e Telephone circles of plastic were 2 
. _ i z © Name 

made up for distribution to package 

stores, with 20,000 produced for the ° 

campaign by the Irving Brown e 

Printing Co. (New York). . 

& 

e 


Firm 
Address 


City a State 


e Old Crow change mats, made of : — 
laminated stock and backed with 
Kleen-Stik adhesive, measuring 

f 11x734”, were given to retailers by PALM, FECHTELER & co. 
distributors’ salesmen. These were 85 MAPLE STKEET WEEHAWKEN N. J. 

f produced by Einson-Freeman, and 

Ha total of 30,000 were given way. 


> Among the salesmen’s aids pro- 75 26 eee ream eeerttee 
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TREY. *FULt’. 
NIGHT 
and 
DAY 


Metal signs of top 
quality and of every 
type—Roadside, Point- 
of-Purchase, Curb 
Tacker, Hanger and 
Bracket, Cut-Out or 
Reflectorized — are 
available in durable 
screen process for 
long-lasting, effective 
advertising. Scores of 
eee 
have used GRACE Signs 
to sell, for 40 years! 


Sate! 


WHAT ARE 
YOUR NEEDS? 


SEND FOR CATALOG NOW! 


Held 


3600 S$. 2nd ST 


SIGN & MFG. C 


* ST. LOUIS 18, MO 


—= 


O. 


vided for use in the campaign was a 
3” lapel button, 35,000 of which were 
made for the drive by E. & H. Simon 
Co. (New York). Old Crow lapel pins 
were made up by Dunn Bros. (Prov- 
idence, R. I.), also for use by sales- 
men. Salesmen’s call booklets were 
produced by Irving Brown Printing 
Co. (New York) and an Old Crow 
rubber stamp was made by Samuel 
Moss (New York). 

Giveaways for salesmen’s use in- 
cluded an Old Crow ball-point pen, 
made up by B & B Pen Co. (Holly- 
wood); a penknife, made: by Camillus 
Cutlery (Camillus, N. Y.); and an 
Old Crow “Bo-Dollar Holder” of 
clear plastic, made to hold a “lucky 
silver dollar,” produced by Advertis- 
ing Arts (New York). Old Crow 
bird calls were made by the Econo- 
my Novelty and Printing Co. (New 
York). 


> For on-premises establishments, 
there were 100,000 plastic pourers of 
polystyrene plastic, and 250,000 Old 
Crow stirrers of the same material, 
produced by Advertising Novelty Co. 
(Philadelphia). More than 2,000,000 
Old Crow napkins were made up by 
Erving Paper Mills (Erving, Mass.), 
and Old Crow rubber change mats 
were made up by Sun Rubber Co. 
(New York). 

Old Crow table tents and menu 
clips, and a special Old Crow Wise 
Bird Certificate, were produced by 
Commonday-Roth (New York). 

In addition, the company has a 
list of seven additional features 
planned for 1954 use. 44 


| Old Crow Lamp... Among the unusual 

| identification pieces Old Crow used was 
this lamp. The base is an oversized Old 

| Crow bottle. Shade shows historical scenes 
used in ads. 


Plastic Bird . . . The crow symbol, which 
has been used as a trade figure by the com- 
pany since 1879, was reproduced as a 
plastic statuette. 


Labels to Note Prompt 
Shipment Used by Hirsh 


A clever black and yellow label 
now being used by the S. A. Hirsh 
Mfg. Co. (Skokie, Ill.) to emphasize 
the promptness with which its orders 
are filled, may well be employed by 
other companies who wish to im- 
prove customer relations. 


This Order Was Shipped 


WITHIN 24 HOURS 


of the time it was received by 


S. A. HIRSH MFG. CO. 
SKOKIE, ILLINOIS 


The reason for this innovation, ac- 
cording to Dave Shulman, vice pres- 
ident in charge of sales, is “to bring 
more prominently to the customer’s 
attention the fact that any delays in 
the receipt of his goods are not the 
fault of the manufacturer.” He said 
that businessmen today are con- 
cerned about the industry wide prob- 
lem of transit delays and their pos- 
sible adverse effect on customer 
relations. 

Shulman added that “tagging” 
supplements a company practice of 
stamping invoices with the 24-hour 
statement, to let wholesalers and 
jobbers know that orders shipped by 
Hirsh directly to the retailer have 
been processed and are in transit. 
This improves relations between the 
wholesaler and his customer, he said. 

The 244x4” tags contain black 
lettering against a bright yellow 
background. Kleen-Stik backing en- 
ables them to be attached easily to 
any package. 44 
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Texlite Plastic Signs 
Described in Brochure 


Eleven examples of illuminated 
plastic signs are illustrated in color 
and described in a brochure issued 
by Texlite Inc. (Dallas). The ex- 
amples include signs for a lumber 
company, a cafe, tourist court, a tool 
company, etc. 

The signs are available in sizes 
ranging from 245¢x4834” to 665¢x 
10258”. The illustrations demonstrate 
a variety of shapes—rectangular, 
round, square and triangular—and a 
variety of color combinations. 

The folder also describes a line of 
formed plastic letters ranging in size 
from 3x2” to 24x34”. The letters 
are available in a variety of colors, 
and custom letters are offered in 
two-color combinations. 


For your copy circle No. 1234 on the 
Reader's Service Card inside back cover 


Rubber Mats Described 


A new brochure issued by Perfo 
Mat & Rubber Co. (New York) de- 
scribes and illustrates the company’s 
line of rubber “Advermats.” Rubber 
mats for counter, floor or change 
use, ranging in size from 6” in di- 
ameter to floor mats 30x60”, are 
shown. The brochure also tells ad- 
men how to order a free sample mat 
made up to individual specifications 
from the company. 


For your copy circle No. 1235 on the 
Reader's Service Card inside back cover 
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Gay Nineties Motif... A gay blade of 
the nineties, Mr. Boh, is the key figure in a 
colorful decal designed by Palm, Fechteler 
& Co. for National Brewing Co., (Baltimore) 
makers of National Bohemian beer. The 
deeal is intended for use on store fronts and 


back bars. 
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| COA sparks ‘“sparkler’’ sales! 


A “diamond” of mirror glass slowly rotates to catch the light 
and catch the eye on this ‘jewel’ of a sign in Jacksonville, 
Florida. Spotlights and chaser action bulbs increase effective 
selling night and day. 


Why not let GOA spark your electrical and identification 
sign this way? Whether you need one sign or a thousand, the 
experience of the entire GOA organization is at your service. 


Call your nearby GOA branch 
office for full information, or write: 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 
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OHIO ADVERTISING 
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A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which make 
successful novels, radio programs, 
moving pictures, 
and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced.” 

Enthusiastically endorsed by sales 
managers, editors, advertising men, 
salesmen, business executives, col- 
lege professors and students who 
have read it. Send for your copy of 
A TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


sales campaigns 


10% discount in quantities of 10 or 


Advertising Requirements 

200 E. Illinois St., 

Chicago 11, Il. 

Gentlemen: 

Please send me on 10-day money- 
back guarantee copies of “A 
Technique for Producing Ideas.” 


Enclosed is $ 


Company 


Address 


For Nosy Shoppers .. . Westinghouse 
Electric Corp's (Pittsburgh) new display stick- 
ers appeal to the housewife's natural desire 
to poke and peek into merchandise by sug- 
gesting that she examine new stoves inside 
and out. While the shopper waits for a sales 
person, she can discover for herself, aided 
by the strategically placed signs, many of 
the important features of the appliance. The 
plastic signs, produced by Ad-Stik Co. (Pitts- 
burgh), will cling to any smooth surface 
without the use of any adhesive. Westing- 


house is using them on its entire appliance 
line 


Sylvania Erects Unique 
Giant Television Sign 

Sylvania TV with HaloLight is 
being promoted in Los Angeles by 
two huge signs—each featuring a 
giant simulated television set. Each 
50-foot hand-painted sign has a 16x 
21’ cut out of a Sylvania television 
set with an 8x10’ foot screen. 

The first sign was erected at the 
end of Wilshire Blvd. at Grand Ave. 
The second is located at the busy 
corner of Wilshire and Vermont. The 
two signs will be rotated every 30 
days throughout various sections of 
Los Angeles, supporting the Sylvania 
TV dealers’ local campaigns. 44 


Mammoth Mat .. . Distributors of Hyatt 
and New Departure bearings can identify 
themselves by using this huge, brilliantly 
colored counter and floor mat. The 20x 
60” rubber mat is being distributed by 
United Motors Service Division of General 
Motors and carries both the United Service 
and Hyatt and New Departure emblems. 
It has fine permanent inlaid colors. 


Come Wind or Rain 


A small ‘Telegraph Office”’ sign 
attracted special attention at the 
Dallas convention of the National 
Electric Sign Assn. 

The sign, one of the features of 
the Porcelain Enamel Institute's ex- 
hibit, was estimated to be at least 
60 years old. It hung outside a sta- 
tion of the New York, New Haven 
& Hartford R.R. in New York, with- 
standing all types of weather. After 
its long years of service, it was free 
of rust or corrosion and its original 
blue and white colors were clear 
and unfaded. 

Another feature of PEl's exhibit 
was an “‘on location’’ furnace in 
which personalized souvenir ash- 
trays were ‘‘fired’’ and given to 
guests. 


Coating Products Adds 


New Butyrate Plastic 


Coating Products (New York) has 
added cellulose acetate butyrate to 
its line of metalized materials avail- 
able for vacuum forming. According 
to Coating Products, this metalized 
plastic sheeting, designated as Mirro- 
Brite V153, offers better resistance 
to weather and greater ease of form- 
ing as its main advantages when used 
for such things as outdoor signs, 
three-dimensional displays and pro- 
tective containers. 

Available in .010, .015 and .020 
gauges in continuous rolls 21” wide 
or cut to size sheets, V153 can be 
silk screened or processed in various 
ways. Coating Products claims that 
cementing and high frequency seal- 
ing present no problem, and that 
the material exhibits less dimen- 
sional change and absorbs less mois- 
ture than ordinary cellulose acetate. 

According to the company, the 
new material exhibits such features 
as reduced shrinkage with age at 
high temperatures and humidities, 
increased flexibility and double the 
elongation for superior toughness. 
It was also stated that the lower 
forming temperature and_ shorter 
heating time speeds up the produc- 
tion cycle. 44 


Gas Assn. Adopts Seal 


To symbolize compliance with the 
“highest standards of safety, per- 
formance and durability” in indus- 
trial gas equipment, the Gas Ap- 
pliance Assn. has adopted a seal 
which it will award to members for 
display on their products. To win 
the seal, manufacturers must dem- 
onstrate compliance with the asso- 
ciation’s safety and design rules. 44 
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Coming Conventions 


OVEMBER 


B0-Dec. 2 Int'l Assn of Fairs & Expositions— 
Hotel Sherman—Chicago 


DECEMBER 


B-5 Nat’l Assn of Exhibit Managers— 
annual meeting—Conrad Hilton 
—Chicago 

b-10 Nat'l Assn of Display Industries, 
winter meeting—Hotel New 
Yorker—New York City 

American Marketing Assn., winter 

conference—Mayflower Hotel— 
Washington, D.C. 


, 1954 

Advertising Assn of the West, mid- 
winter conference—Tucson, Ariz. 

Nat’l Wooden Box Assn—Drake 
Hotel—Chicago 

Nat’l Audio-Visual Assn, mid-win- 
ter conference—Buena Vista Hotel 
—Biloxi, Miss. 

American Management Assn — 
marketing conference — Hotel 
Roosevelt—New York City 

Nat’l Assn of Frozen Food Packers 


—Hotel Commodore—New York 
City 


Nat’l Electric Sign Assn—Conrad 
Hilton Hotel—Chicago 
Assn of Nat'l Advertisers—The 
Homestead—Hot Springs, Va. 
Nat’! Audio-Visual Assn., Western 
conference—Hotel El Rancho— 
Sacramento, Cal. 
Nat’l Paper Trade Assn—Waldorf 
Astoria—New York City 
30-April 1 Point-of-Purchase Advertising In- 
stitute—Hotel Statler—New York 
City 
APRIL 


1-3 Film Council of America—Conrad 

Hilton—Chicago 

Packaging Machinery Manufac- 
turers Institute, spring meeting 
—Hotel Dennis—Atlantic City 

American Management Assn — 
packaging conference—Auditori- 
um—aAtlantic City 

American Assn of Advertising 
Agencies — The Greenbrier — 
White Sulphur Springs, W. Va 


Assn of Better Business Bureaus— 
40th annual conference — San 
Francisco, Cal. 

Nat’l Paper Box Manufacturers 
Assn—Drake Hotel—Chicago 


Magazine Publishers Assn, 35th 
annual meeting—The Greenbrier 
—White Sulphur Springs, W. Va 

Nat’l Industrial Advertisers Assn 
—Mt. Royal Hotel—Montreal 

Advertising Federation of America 
—Statler Hotel—Boston 

American College Public Relations 
Assn — Hotel Roosevelt — New 
York City 

Advertising Assn of the West, 
annual convention—Salt Lake 
City 


International Graphic Arts Educa- 
tion Assn—University of Colora- 
do—Boulder, Col. 

Nat’l Wooden Box Assn—summer 
meeting—Sun Valley, Ida. 


AUGUST 

7-11 Nat'l Audio-Visual Assn—Sherman 
Hotel—Chicago 

8-11 International Printers Supply Sales- 
men’s Guild—Bellevue-Stratford 
Hotel—Philadelphia 

8-Sept.3 Photographers’ Assn of America 
Conrad Hilton—Chicago 


SEPTEMBER 

9-11 Nat'l Paper Assn—Conrad Hilton 
—Chicago 

19-22 Advertising Specialty National 
Assn—Palmer House—Chicago 

26-29 Life Insurance Advertisers Assn 
Sheraton-Gibson Hotel—Cincin- 
nati 


OCTOBER 

9-12 Mail Advertising Service Assn 
Hotel Statler—Boston 

11-13 American Photoengravers Assn 
Hotel Jefferson—St. Louis 

28-30 Advertising Typographers Assn of 
America, Inc.—Miami Beach, Fla 


December, 1953 


C3 advertisers 


Ad-Color Photo Corp 
Advertisers Display Binder (o......... 66 
Arvey Corporation Back Cover 


Baird Corporation, Harry 

Bauer Alphabets, Inc 

Belford Co., Inc 

Buffalo Photo Company 

Burgess Cellulose Company 

Burrelle’s Press Clipping Bureau 

Butler Mfg. Co., Inc. B. B............. 


Campbell Company, W. E 

“Can't Forget-Er’’ 

Cello-Tak Lettering Corporation 
Central Telefilms, Inc 
Champion-International Company 
Chart-Pak, Inc 

Chicago Engravers 

Chicago Offset Printing Company 
Collins, Miller & Hutchings, Inc 
Copeland Displays, Inc 

Craftint Manufacturing Co., The 


Durable Rubber Products Co 


Einson Freeman (Co., Inc............. 
Eye*Catchers, Inc 


Falulah Paper Company 
Filmotype Corp 
Fototype 


Garden City Envelope (o............. 
Gaw-O'Hara Envelope (o............. 
General Outdoor Advertising Co 

Gilcar Corporation 

Grace Sign & Mfg. Co 

Graphic Arts Corporation of Ohio 

Graphic Enterprises of Milwaukee, Inc... 100 


Hamilton & Sons, Inc., W. W........-. 40 
Hammond & Co., C. § 

Heinn Company, The 

Hinde & Dauch.......... 


Industrial Art Design................ 
(ntaglio Service Corporation.......... 
International Color Gravure, Inc........ 72 


Intertype Corporation. .. .Inside Front Cover 
errs 


Jahn & Ollier Engraving Company... 
Inside Back Cover 


Ketterlinus Lithographic Manufacturing 


Lacey Corp., Merritt 

Lake Shore Electrotype Co 

Lanston Monotype Machine Company.14, 15 
Letter Shop Inc., The 

Lutz & Sheinkman 


Maher Printing Company, John 

Major Photo Co 

McGrath and Associates, Thomas F..... 
Meyercord (o., The 

Mirro-Products Company 

Modern Sales Co 

Monarch Matrix & Stereotype Co., Inc... 
Monsen-Chicago 

Moss & Co., M. 


Nashua Corporation 
Nelson Associates Inc 


Ohio Advertising Display Co........... 


Paillard Products, Inc 

Palm, Fechteler & Co................ 
Paradise Printers & Pub 

Pontiac Engraving and Electrotype Co... 
Port Studios 

Projectograph Corp................-. 


Pe NS sis os siece ve eeeres 
Rapid Copy Service, Inc 

RCA Victor Custom Record Sales 

Reilly Electrotype Company........... 
Rogers Engraving Company 

Rupert, Wm. F 


NE NINE Slacie5 cassie eee canes 
Sander Engraving Co., Inc........ 
Service Bindery Co., Inc............... 
Sickles Photo-Reporting Service........ 
Sloves Mechanical Binding Co., Inc...... 
Spot-Lite Studios Co................. 
Strathmore Paper (o...... 

Superior Engraving Company.......... 73 
Surprint Guide, The.................100 


Topflight Tape Company............. 94 
9 


Varigraph Co., Inc........... 
Vienna Sausage Mfg. Co............. 
Volk, Jr. Art Studio, Harry........... 


Ws  Fisvcewcass 
Warwick Typographers, Inc... .. 
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THE MODERN 
MEMORY MINDER 





Joe's simple system systematizes all office routine for 





lee . the busy executive and every member of the office. 
? Cc ‘A modern, streamlined record—eliminates dup- 
Wy. . lication — gets action and follow-thru on 
% »* every transaction made in and out of the 
‘yy %, 4. office. 

9, 6, “%o Op \ “” 

“grin "GS. “CANT FORGET-ER 

( . P.O. Box 250-T 
*% GAINESVILLE, 


| » . 
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Stock Art 


PRINTERS 
ARTISTS 
PUBLISHERS 
DRAFTSMEN 


ME draw 


Send check or money order NOW | 


@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
@ cUuTS 


@ Quality @ STEREOS 


@ Service 
@ Dependability 


HArrison 7-1564 


727 S$. Dearborn 


Chicago 
MONARCH 
MATRIX & STEREOTYPE 
Co., INC. 


100 
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P-O-P Signs & Displays 


ADVERTISING 
MIRRORS 
GET DISPLAY 
SPACE AND 
KEEP IT! 


THIS ONE IS 15 
iN DIAMETER 


COMPOSITION BACK 
SKREENED and LITHO 
COPY Onan 


MIRRO-PRODUCTS COMPANY 


HIGH POINT, NORTH CAROLINA 


Letter Shops 


“Just ask _ 
for Marie” 


For quick pick-up of your copy, ac- 
curate work, and prompt handling. 
We specialize in the following: 





PLANOGRAPHING 


* Multigraphing * Addressograph 
* Mimeographing * Addressing 


The Letter Shop 


431 S. Dearborn St. « 
Phone WAbash 2-8655 


Chicago, Ill. 


Engraving Guide 


DONT BE SORRY! 
Be SURE with the 
NEW SURPRINT “uide 


This NEW, SURPRINT Guide, printed on 
long-lasting clear plastic, will show you type 
or line drawing distortions by halftone screens 
from 10% to 50% in 60 to 133 line. 


Proven by more than 1000 production men, 
artists, engravers and printers in the past year 
alone! Prove it to yourself! 
Send for yours TODAY! Money back if not 
satisfied! Price $2.80. 

The SURPRINT Guide Dept. D 
P.O. Box 1738 Grand Central Sta. 

New York 17, New York 


Typographers 


it’s OK. with us 


IF YOUR ADS ARE SET BY OTHERS 


eeeeeeeee But that special one with the “mail 
® order touch”’ we feel, belongs to us 

for so many reasons that you'll have 

JAY P tosee our FREE samples to know. 


WALK SOeeeseeseeeseseeeeseesese 


advertising typography 
11 E. HUBBARD ST., CHICAGO 11,1LL. MO 4-6134 






Foreign Language Division |o =! 

; Oe ot 
Typesetting in English | = 

and over 600 © =f 

Languages and Dialects |% 54 

WORLD'S FOREMOST FOREIGN: |™ al 

Sa einmacananasaccssnanananenanansbanall 






























Art & Photography 


One $5 STRECHTYPE* FRE 


The 8x10" size or $5 credit on more ¢ 
pensive photos. STRECHTYPE* sa 
you time and money by reproportio 
ing complete ads, proofs of type, @ 
or photos in one or more colors. Origis 
copy of any size to 12 x 16" can | 
Strechtyped* to any other size, i.| 
2%x9" can be Strechtyped* to 1%x9" 
2%x11" or any other size you wa 
This free offer is good for 30 da‘ 
and celebrates the granting of Pate 
No. 2607268 covering the Strechtyy 
process. 24 hour service. Free circul. 


e@trede me 

FRED H. BARTZ, President | 

HARRY BAIRD CORP., Advertising Typograph 
te Cd ett Otro) come Om 


Aer AO mL mL 


& 
Color Prints 


BRILLIANT/ )\ ACCURATE/ LOW IN COST 
Need 100 to 10,000 natural co 
prints from Kodachrome or ¢ 
copy? Write GEM for samples a! 
AMAZING LOW PRICES. Low qu 
tations, too, on full color brochur 


PRI ut $ mailers, post cards. 
Tiered tec eae gh | eee a 


MILWAUKEE 4 WIS 
































Mailing Lists 


When you Remember 
need WM. F. RUPER 
RECENT Compiler of NATIONA 


BIRTH LISTS EXCLUSIVE 
for over 55 years 
90 Fifth Ave., New York 
OR 5-3523 


BIRTH 
LISTS 


Easy Way to 
Stay on the Ball 


of 


agency executives in particular, have 






















Dozens readers, and 





advertising 


written us to the effect that Advertising 
Requirements is one book that enables 
them to stay on the ball. The president 
of one New York Agency, for example, 
says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro- 
duction personnel read it thoroughly.” 
If you have any doubts about seeing 
every issue, we suggest you use the 
reply card in the front of the book to 
enter your own personal subscription 


at once. 


Advertising Requiremen 


| ae | Adwert ising 


Requirements 


%& Send for these helpful selling tools 


1201 /Circle on Readers’ Service card 


Elegance and Permanence for Your POP 
Advertising 


. . » brochure offers examples of polished 
aluminum frames for merchandise and 


card displays. (Page 36) 


1202/Circle on Readers’ Service card 


How 700 Displays Snowballed to 18,000 


. . « folder describes plant operations and 
services of Poster Products Inc. (Page 37) 


1203/Circle on Readers’ Service card 
Where's Your Brand? 


. . » handy circular showing examples of 
new “Snap-On” plastic shelf tag. 
(Page 39) 


1204/Circle on Readers’ Service card 


Some Interesting Facts About Thermo-Fax 
Duplicator & Sheets 

..+» pamphlet illustrates uses of new 
copying machine. (Page 52) 


1208 /Circle on Readers’ Service card 


New Office Photocopier 


. . « illustrated folder describes Cormac 
Industries’ new photocopier. (Page 53) 


1206 /Circle on Readers’ Service card 


Keeping You Posted On Outdoor Posters 
. . » folder lists 31 ideas for the poster 
artist. (Page 53) 


1207/Circle on Readers’ Service card 


A 3-D Tonic for the Nervous System 


. -- folder describes services of F. A. 
Russo photographers. (Page 54) 


1208/Circle on Readers’ Service card 


The New. Low Cost, Vertical Art Projector 


. - « folder describes low-cost image pro- 
jector, the Art-O-Graph. (Page 55) 


1209/Circle on Readers’ Service card 


Build Dealer Prestige 


... Circular tells details of new retract- 
able ball point pen premium. (Page 86) 


1210/Circle on Readers’ Service card 
Tiny Puffing Cigaret 


. « - samples and details of self-smoking 
cigaret display. (Page 86) 


a 


Use these return cards 
for publications 
mentioned on this page 


1211/Circle on Readers’ Service card 


How to Increase Your Business, Improve 
Your Customer Relations and Plan Your 
Business Gift Distribution 


. catalog listing variety of business 
gifts and advertising specialties. 


(Page 86) 


1212/Circle on Readers’ Service card 


Success Insures Your Next Promotion 


. cadie cloths and their uses described 
in colorful circular. (Page 86) 


1213/Circle on Readers’ Service card 


Cram Quality Globes 


. colorful booklet giving details on 
globe maps. (Page 87) 


1214/Circle on Readers’ Service card 


“Square Shooter” Lucite Pencil 


. » . details and prices of transparent au- 
tomatic pencil. (Page 87) 


1201 1202 1203 1204 1205 
1206 1207 1208 1209 1210 
1211 1212 1213 1214 1215 
1216 1217 1218 1219 1220 
1221 1222 1223 1224 1225 
1226 1227 1228 1229 1230 


1231 1232 1233 1234 1235 


1236 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & B., Chicago, Il. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 


1218/Circle on Readers’ Service card 


Diary and Memo Booklet 


.-. samples and details of salesmen's 
memo booklet with tips on selling tech- 
niques. (Page 97) 


1216/Circle on Readers’ Service card 
Prizes 


. - » colorful catalog of prizes offered by 
Ross Coles & Co. (Page 87) 


1217/Circle on Readers’ Service card 
Twin-Folder Portfolios 


. . - details and prices on special acetate 
folder for sales portfolios. (Page 80) 


1218/Circle on Readers’ Service card:.* 
Clever Giveaway Item 


. . . details on novel calendar combining 
dice and tombstone to promote sales mes- 


(Page 85) 


* Please print or type information below 


NAME 


= TITLE 


COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


* Note inquiries for items listed 
not serviced beyond Mar. 15, 1954. 





a AXchlwvertising 
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* Send for these helpful selling tools 


1219/Circle on Readers’ Service card 
The Letter from Willie Jones . . 


. . . interesting booklet telling stages of 
typical premium promotion. (Page 85) 


1220/Circle on Readers’ Service card 
Hamilton Portfolio 


. . .» Hamilton Metal Products Co. offers 
portfolio of premium ideas. (Page 85) 


1221 /Circle on Readers’ Service card 
Eldorado 


. . - attractive booklet showing new El- 
dorado typefaces designed by W. A. 
Dwiggins. (Page 91) 


1222/Circle on Readers’ Service card 


Compact Type Gauge 


. » » Oswald Cooper's original type gauge 
offered free to admen. (Page 92) 


1223/Circle on Readers’ Service card 


Your Answers To Why It Pays To Have It 
Set 


. . » booklet tells better ways to improve 
crowded ads. (Page 92) 


1224/Circle on Readers’ Service card 


Introducing a New. Revolutionary System 
of Fine Lettering .. . 


. « « 108 styles of “cold type” Cello-Letter- 
ing shown in 32-page booklet. (Page 92) 


1225 /Circle on Readers’ Service card 
The Sales Catalog 


. - - 100-page book gives short course in 
production of sales catalogs. (Page 43) 


1226 /Circle on Readers’ Service card 


Three Keys To Selection and Use of Nee- 

noch Thin Papers 

. «+ attractive booklet shows Neenah Pa- 

per Co.'s new line of onionskin papers. 
(Page 44) 


Postage 
Will be Paid 
by 
Addressee 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 94.9, P. L. & R., Chicago, Ml. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, lll. 


* Please print or type information below 


NAME 


TITLE 
1201 1202 1203 1204 1205 


1206 1207 1208 1209 1210 
1211 1212 1213 1214 1215 
1216 1217 1218 1219 1220 


COMPANY 


ADDRESS 


CITY & ZONE 


*% Note inquiries for items listed 
not serviced beyond Mar. 15, 1954. 


PRODUCTS SOLD 


i mf 


1227/Circle on Readers’ Service card 


How To Order Paper Properly 


. . » book number two in the Lindenmeyr 
Library of Print Shop Helps. (Page 44) 


1228/Circle on Readers’ Service card 
Envelope Die Manual 


. .. handy manual presenting complete 
listing of types, shapes, and sizes of en- 
velopes. (Page 44) 


1229/Circle on Readers’ Service card 
Letterheads of the Year 


. . » brochure featuring prize winning let- 
terheads. (Page 45) 


1230/Circle on Readers’ Service card 
Velva Glo “40” Fluorescent Paper Eit 


. - . folder containing nine samples of 
lightweight, fluorescent papers. (Page 45) 


1231/Circle on Readers’ Service card 
Three-hole punch kit 


. + - details on inexpensive office book- 
binding kits available from Tauber Plas- 


tics Inc. (Page 67) 


1232/Circle on Readers’ Service card 
“Telesync” Sound System 


. . . details of new sound system for TV 
Films, (Page 58) 


1233/Circle on Readers’ Service card 
Four Projectors In One 


. .. Circular describes new lightweight 
portable 16mm projector. (Page 79) 


1234/Circle on Readers’ Service card 


Eye-Catching Plastic Signs by Texlite 


. colorful folder shows examples of il- 
luminated plastic signs. (Page 97) 


1235/Circle on Readers’ Service card 
Advermats 


. -- brochure describes and illustrates 
Perfo Mat & Rubber Co.'s rubber mats. 


(Page 97) 


1236/Circle on Readers’ Service card 
Desk Organizer 


. - « details on desk rack designed to hold 
correspondence folders. (Page 86) 


Use these return cards 
for publications 
mentioned on this page 
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ADVERTISING MANAGER AGENCY 
Val A. Schmitz 


ART DIRECTOR & PRODUCTION MGR 
Jackson, Haerr, Peterson & Hall, Inc. 
The American Distilling Company 


DESIGNER 
E. W. McDaniels 


Ken Westerdale 
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Sicurben Suproe 


From The American Distilling Company 


four-color advertisement appearing in Esquire 


QUALITY CONTROLLED 


COLOR PROCESS 


— @ color process 


‘ for letterpress 
; Q) 


® color offset 
, reproduction 
Chicago's largest fine photoengraving plant... ce 


JAHN & OLLIER ENGRAVING COMPANY 


&17 West Washington Blvd., Chicago 7 MOnroe 6-7080 





THE ORIGINAL WEATHERPROOF 
OUTDOOR CARDBOARD DISPLAY 


eant wet through ! 


Rain, sleet or snow can't affect your IMPERVO long-lasting, 


economical cardboard outdoor displays. Heat. sun, wind 


and temperature changes, too, are sealed out by this exclusive 
process that beautifies and completely protects. Light weight 
IMPERVO displays expedite handling. simplify installations. cut 
shipping costs. Learn today how they Il Aelp you this winter. 
Send for FREE IMPERVO SAMPLE! See how it sheds 


weather like a duck sheds water! 


Insist on genuine Impervo through your 
lithographer or display broker 


WORLD'S LARGEST MOUNTERS AND FINISHERS OF ADVERTISING DISPLAYS 


ARVEYe@C ORPORATION 


® PLANTS: 
Since 1905 a CHICAGO 3462 N. Kimball Avenue, Chicago 18 


JERSEY CITY 300 Communipaw Avenue, Jersey City 4 





